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Dynamic Max Stoffel, an example of the new kind of European manager 








400 SHEETS STANDARD BOND =— 400 SHEETS WAYLITE 


2 in. BINDER = 1 in. BINDER (SAVE $1.05) 
TOTAL WEIGHT 6 Ib. 9 oz. = TOTAL WEIGHT 4 Ib. (SAVE 2 Ib. 9 02.) 
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WEIGH THE FACTS.. AND YOU'LL CHOOSE WAYLITE Show the boss you know how to 


cut costs without sacrifice of quality—and you’re on your way! Here’s one good tip: look into WAYLITE 
Lightweight Papers for your next printing job. WAYLITE gives you lots more finished pieces per pound 

..and it saves on postage. That’s because WAYLITE weighs less, mails for less. In February, 1960, one 
large firm saved $4,000 just this way. 

As for showthrough—don’t worry! WAYLITE Paper has the opacity and brightness of most white 
paper twice its weight. 

For jobs that look good and savings that make you look good, write us today. You'll get a special 
WAYLITE Mailing Weight Comparison Chart plus some additional suggestions on ways to make WAYLITE 
work for you and yours. 

Olin Mathieson, Ecusta Paper Products, Pisgah Forest, North Carolina. 


yl it e LIGHTWEIGHT PAPER 


OLIN MATHIESON 
Packaging Division - Ecusta Paper Products 
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Another big plus for Honeywell Electronic Data Processing Systems 








All new Honeywell printer 
sets down copy crisp and clean-- 
at a speed of 900 lines a minute 


GET THE FACTS. To learn more about 


-rinti i ‘ ay i iness data processing. All the electronic 
Printing is the Snel payo® in hose P . this printer and the many other advanced 


gymnastics and gyrations that go on within the complex equipment can be 


{ : : ae : ie : features of Honeywell 800 and Honeywell 
judged only by the finished product — the payroll check, the invoice, the market 400, Just wrile MinksavélleMentmall. 
report. Datamatic Division, Wellesley Hills 81, 
No ghosting, no smudges. Blazing fast, accurate, durable and easy to service, Massachusetts. 2 rae 
l the new Honeywell high-speed printer writes a happy ending to every job. Its 


| ultra-fast hammers are self-adjusting for perfect vertical and horizontal align- 
ment. You get no ghosting or smudges with this one! And that goes for each of 
the five carbons you may need. 


Double your printing speed. Fast? The new Honeywell printer dashes off 
copy at a speed of 900 lines a minute. And here’s a bonus: its extra-long printing 
cylinder accommodates forms up to 22 inches wide. This means you can print ve 
many forms two up (business checks, for example), thus doubling your effective 
printing speed. 











Built for uninterrupted service. To make sure this printer will maintain a “ONEYWELt 4oo 


proper adjustment and alignment indefinitely, Honeywell has built it of age- 


cast aluminum. All the stresses and strains are removed before machining. Honeywell 
Replacements are easy to make, too. No other high-speed printer has so few H e D D 
° . . ~ . " } . . 
moving parts, and most of these parts can be replaced within 15 minutes. FS Leitiouie ala, paneer | 
(Circle number 140 for more information) 
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How to understand the European manager ............... 0.0 e aes rikieeeentcke ae 
In the new “one world” of business, European managers will be formidable 
partners—or opponents. Here’s how to understand your European counterpart. 
ee ee ee ee re UEP EE TTC OCCT TTT ae 
Many businessmen write pompously in an effort to impress. But the result is 
only confusion. Follow these guides and start writing better today. 
How to double or triple your reading speed ....................... hiepesaen Ae 
You'll chop your reading time in half if you break comfortable old reading 
habits. Here’s how to read faster, and improve your comprehension, too. 
a eS Gh kn lS Gk wow ATA A wwe dsc awe wh iEaieasaase Se 
Answering actual questions from managers, an expert gives solid solutions to 
seven key “people problems.” This kicks off a new monthly feature. 
How to identify your best business customers ..............0...0.00000 ee icine ae 
If you sell to business, read this report carefully. It gives newly uncovered 
facts about the few firms that buy most of what is sold to business. 
ee a eke Se 
New MM research reveals some key facts about air freight: who uses it, how 
often, and what is shipped. Here are competitive facts you should know. 
Related—but personalized—offices for an executive team ............. Tee ee 
Planned unity is the hallmark of this carefully coordinated group of execu- 
tive offices. Yet each office bears the distinctive mark of its occupant. 
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How to earn 100-cent dollars in 
foreign markets will be told next 
month. It’s the story of why and 
how American companies use for- 
eign based corporations. The edited 
transcript of an interview with an 
expert on this subject will be pre- 
sented. You'll learn why a surpris- 
ing number of American firms have 
established foreign based corpora- 
tions in Panama, Switzerland and 
other countries. 

Are Christmas bonuses really 
morale boosters? Are more firms 
giving them now—or fewer? Next 
month, a fact-filled article shows 
how many firms give bonuses, which 
employees get them, how much is 
given out, and why many firms have 
stopped the practice. 





Subscriptions 

In United States and Possessions, one year $5.00; 
two years $9.00. Canada and Mexico one year 
$6.00. Foreign subscriptions $10.00. Single copies 
$.75. When possible, back issues or tearsheets of 
articles will be provided. Enclose $1.00 for each 
back issue and $.50 for each back article re- 
quested, to cover costs of handling. 


Change of address 

To insure continuous service, send your new ad- 
dress (and moving date) 45 days before moving. 
Include old address as it appeared on previous 
issues (if possible send label from magazine). Do 
not depend on the post office to forward either 
the change of address or your magazine. Man- 
agement Methods is a_ registered trademark. 
® Registered trademark. 
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when the occasion 
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calls for MOVING 


(OVERLAND OR OVERSEAS) 



























United 


Europe... South America...the Far East... wherever 

your company operates, whatever it moves — families, costly 

= or delicate equipment, displays and exhibits, office furnish- 
ings— United’s world-wide network of Agents will move it 
safely, swiftly and dependably. 


United’s ‘“‘Pre-Planned” service makes moving to the far 
corners of the earth as easy as moving across town. You’re 
“ 


relieved of time-consuming details, assured of safe, ‘‘on j 
time” deliveries where and when you want them. 


_ 


So when the occasion calls for moving . .. call the friendly 
United Agent (he’s listed under ‘“‘“MOVERS” in the Yellow F 
Pages) or write for the colorful booklet describing United’s yj 
world-wide moving service. YY 







United © 


United 


Van Lines 


INTERNATIONAL HEADQUARTERS, ST. LOUIS 17, MO. 
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There are piles of facts, figures and forecasts (and we’ll be glad to send them to you) that will convince you a New 
York State location can be one of your business’s greatest assets. But to boil it down to a few bold words: New York 
State offers you the nation’s most rewarding business climate to work in... grow in... succeed in. mg Much of the 
credit goes to the “hard-hat” businessman administration Governor Rockefeller has put to work in Albany. It has 
launched a program that established sound financial policy, tightened the administration of all departments, organized 
the Advisory Council for Advancement of Industrial Research and Development to speed the accomplishments of 
science from laboratory to industry and taken other steps to assure continued, rapid business growth in New York State. 


We’ll compile a report tailored to your specific new plant needs. Write Commissioner Keith S. McHugh, Dept. of Com- 
merce, Room 157, 112 State St., Albany 7, N. Y. (All contact between your office and ours will be kept under our hat. ) 


GET UP TO DATE ON NEW YORK STATE ...WHERE 
THEY’°’RE TALKING THE BUSINESSMAN’S LANGUAGE 


(Circle number 147 for more information) 
4. MANAGEMENT METHODS 











Leasing cars or trucks? 
Here’s a fleet proven plan 
backed by 24 years 
of successful 
experience 








GUAR 
Y, SERVE 


250 “Blue Chip” corporations now enjoy lower 


leasing costs with Wheels ‘“Fleetguard” Service. 
fee AEN Financial Strength 


— assures lower costs. Wheels has the kind of financial 
strength that assures lowest cost-of-money. Wheels 
will buy your present fleet and lease it back to you. 


AUP Facilities 
— assures lower costs. Wheels maintains a national network 


of over 300 delivery centers for personalized local 
service to your men at point of use. 


Reet WARD Administration 
— assures lower costs. You get individualized service, 
providing coordinated data on every vehicle at 


regular intervals, plus professional guidance on repairs, 
tires, replacements, etc. 


Vani} Used Car Disposal 


— assures lower costs. Wheels national facilities provide 
highest return on used cars and trucks. 


fe Se ee ee eee = 
Consult a Wheels man 
before you sign or renew WHEELS, INC. | 
o 


your car or truck 6200 N. Western Ave. &@ 
= 










\ 


dal 


leasing contract. Lease Chicas i, Eee 
Chevrolet Bel Airs, 
with Powerglide, or other 
fine cars and trucks 





Please send me your booklet on Fleetguard Service. 











with extra equipment of BRE 72. ccusteeieeeeseneeeters 
your choice. Send 
coupon today for full 
details and names of other SO seien 
famous firms in your ] y 
industry now ADDRESS , 
using Wheels Fleetguard WHEEL 
Service. : 
CITY a ee SS eee ill (. 
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The most 

beautiful, 

exciting new 

typewriter 

since 

typing went electric... 

The New Remington Electric! 


Outstyles, Outperforms, Outsmarts and 
Outdates Any Other Electric in the Field 


Breathtaking breakthrough into tomorrow! The new Remington 
Electric heralds a new dawn of typing ease and comfort for 
secretaries—a new age of impeccable correspondence for letter-signing 
executives, too. Available in 6 soft pastel colors, this fine 

performer speedily moves mountains of paperwork. See the new 
Remington Electric at your local Remington Rand office today! 


Remington Fland. 


OIVISION OF SPERRY RAND CORPORATION 





(Circle number 174 for more information) 





Have marvelous 
facilities, will arrange 
ideal convention 


Wire: Jim Stahlbaum 


\\| 
\| 
i111 
{ 


i | 


| 
| 
| 


WHI 
iain 


il hr; (4 


A 
Mp Nth 


\, 1 | 
| 4" LY, 


iin) 


HH || Hil Ih | mh 


| 
Hi 


i Ht 


Sheraton-Palace Hotel 
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San Francisco 


A world-famous hotel located in the heart of one of 
America’s most cosmopolitan cities — what better spot 
for your next convention. Home of the new Tudor Room 
at the Palace Corner, the world-famous Pied Piper Bar 
and the fabled Garden Court, the Sheraton-Palace has 
been host to Kings and Presidents in its illustrious 
history. It would be glad to accord the same royal, 
unexcelled service to your next convention. Facilities are 


~~ 


All in all, the Sheraton-Palace has twenty-one con- 


many and flexible — see how they fit your needs: 


veniently arranged function rooms with prime exhibit 
space and equipment, such as public address systems, 
movie screen and podiums — yours for the asking. 


For further details write Mr. James Stahlbaum, 
Sales Manager, Sheraton-Palace, San Francisco or Mr. 
Paul Mangan, National Convention Manager, Sheraton 
Hotels, 2660 Connecticut Avenue, NW, Washington, D.C. 


SHERATON HOTELS — Coast to coast in the U.S.A., in Hawaii and in Canada 
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MAIN FLOOR 
Dinner 

Room Size Banquet Dance Meeting 
Garden Court 106x58 950 700 

(By special 

arrangement) 
Rose Room 106 x 46 500 350 670 
Concert Room = 88 x 32. 270 170 400 

(Rose and 

Concert 

Rooms) (900) (600) 
Gold Ballroom 96x50 520 380 700 
Sheraton Grill 108 x 48 500 350 670 
Parlor A 38x22 90 120 
Parlor B 16x22 25 40 

SECOND FLOOR 

Comstock 66 x 29 190 100 275 
California 22x40 90 64 126 
English ey a 30 100 
French Parlor 

Upper 59x21 100 125 

Lower 44x19 90 100 
Royal Suite 20 

(260-2-4) Hospitality use — 150 
251 15x20 20 46 
253 16x18 20 45 
285 46x21 90 126 
281 15x16 14 20 
256 32x14 50 75 
261 14x15 12 18 
257 30x15 45 75 
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Anyone 
can type it 


on ANY typewriter... 


COMMUNITY SAVINGS & LOAN ASSOC. 


a 


YOU SEE, YOU DON’T NEED ANY SPECIAL EQUIPMENT to make 
the famous featherlight Elliott addressing stencil —a mere typewriter fills 
the bill. Anyone who can type at all can make these stencils, no fuss, no 
complications. And they cost only 214¢ apiece as against the 8¢ of heavy, 
clumsy metal plates. They’re so light that whole trays are easy to carry, 
never tire the operator. All makes for efficiency. 

And there’s an Elliott addressing system for every size mailing list, 
from hundreds to millions, a system for addressing small size cards 
or mammoth broadsides und everything in between. 














LIGHTWEIGHT — a whole MAXIMUM SELECTIVITY: TYPEWRITEABLE — anyone 
trayload of 125 stencils Your Elliott can auto- whocanrunatypewriter 
weighs only 8 ounces. matically imprint speci- can make Elliott stencils. 

ally chosen names for 

any specialjob. Hundreds 

of selective addressings. 





. the Elliott addressing stencil is that easy to make 










TN  ¢ " 
ELLIO’ 
35,000,000 Americans moved last year. The 


Elliott Addressing System easily keeps pace 
with your ever-changing mailing lists. 


4 


Elliott Addressing Machine Company 
143 Albany St., Dept. MM-110, Cambridge, Mass. 
Please send me information about the cost-saving 


Elliott Addressing System suited to my size mailing list, 
which is........ 





Name & Title 





Company. 





Type of Business 





Street & No. 





City. Zone___ State. 








pPeseesesssssssssseseae 
ee ee 


WHERE DO YOUR SPIRIT MASTERS RANK IN THE 

































Columbia 
Cleanliness 
Index 


The Cleanliness Index dramatically demon- 
strates the wide gap in the cleanliness of 
spirit masters—ranging from the grime and 
aggravation of ordinary uncoated purple 
masters to the immaculate performance of 
Columbia's supercoated, super clean Mara- 
thon Blue Ready-Masters. 





It could be quite a revelation to find out 
just how clean your spirit masters really are 
... Not only in the preparation, but in the 
handling and duplicating as well. It could 
also result in quite a saving in time and 
money, to say nothing of the improvement 
of the quality of your duplicating. 


Columbia salesmen are anxious to demon- 
strate these differences at no cost or obli- 4g 
gation to you. They'll also be happy to ad- 
vise the correct master for a job that’s par- 
ticularly troublesome to you. Write for a 
free demonstration of the Cleanliness Index. 


Ready-Master Division, Columbia Ribbon & 
Carbon Mfg. Co., Inc., 10211 Herb Hill Road, 
Glen Cove, N. Y. 


Columbia Research and Develop- 
ment, backed by more than a half 
century of pioneering leadership, 
constantly seeks out the ultimate 
in spirit master cleanliness. The 
Marathon Blue Ready-Master is the latest in a long 
line of key developments in the cause of cleanliness. 


Columbia Ribbon & Carbon Mfg. Co., Inc., Glen Cove, N.Y., 
Columbia Ribbon & Carbon Pacific Inc., Duarte, Calif, 
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Letters 


Soft pedal white collar thievery? 


Sir: With a publication that is dedi- 
cated to better preparing manage- 
ment to meet the needs of today, it 
indeed seems you are not aware of 
a fundamental problem to each of 
us. | am referring to the acute mal- 
adjustment between organized la- 
bor and white collar workers. 
When you encourage advertise- 
ments such as accepted from Cum- 
mins-Chicago Corp. on page 66, 
September 1960 (see cut) and its 


White Collar Thieves 
To Take Fifth Of 1960, 
G.N.P. Net Gain! | 





























One-fifth of the average increase in *7'/2 BILLION 
the Gross National Product will be | 
cancelled out by embezzlements of Annual 
business employees, according to G Based on 
reports of the Dept. of Commerce N [ 1%% Annual 
and leading crime authorities. \ increase in 
Unfortunately, the continual con- P Nation's 
— of more offices e a Average Productivity 
” Opens new opportunities for co 
ain 
collar thieves who annual- 
0,000,000 into their FRAUD 
» many firms dis- Annual Loss toss 
vent reuse, sub- to Business 
\Cartaod enention % of GNP. 
gies from White Gain Lost 
aderg Collar Thieves! To Fraud—20% 





“White Collar Thieves,” to truly un- 
derstand management you should 
have realized what this does. 

It makes excellent reading at 
union headquarters, arouses resent- 
ment from the vast majority of hon- 
est office workers, and hastens the 
day when this group will seek pro- 
tection of a large, powerful body to 
secure a dictatorial attitude when 
any of its members are affected. 

You have too much to offer indus- 
try to rely on this sort of thing to 
sustain circulation. 


A. F. KOHNER'T 

DISTRICT MANAGER 

CECO STEEL PRODUCTS CORP. 
SAN FRANCISCO 


= MM asked the Cummins-Chi- 
cago Corp. to reply to Mr. Kohnert’s 
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“With the financing plan Heller devised for us, 
our ‘growing pains’ stopped, and sales upped 70%” 


says Ashley Ward Jr., President, Ward Mfg. Co., Cincinnati, makers of Nimrod Campers 


‘‘Next to having too few sales, the great business heart- 
breaker is having too many. When you must cut your sales 
to fit your capital, you know you’re not profiting as you 
might, and, worse, you know you’re inviting competition,” 
says Mr. Ward. 


“T understood how Heller’s financial services help a com- 
pany find sales where none were before. But our problem was 
just the reverse. Our ultimate consumer sales through dealers 
were seasonal. We couldn’t afford to mahufacture and dis- 
tribute the Nimrod Campers pre-season. We simply could 
not afford to sell our potential sales volume.” 


‘*Heller developed a financing plan that fits our needs just as 
Nimrod Campers fit the vacationer’s needs. Among other 
gains, we quickly increased our sales volume 70% with 


One billion dollars annually 
for industry 





Heller, and this only indicates what Heller and we can do 
from here on.”’ 


In most instances, Heller financing service is used to tele- 
scope time. Instead of waiting for transactions to conclude, 
and cash to return the slow way, Heller makes it possible 
to re-use money rapidly, over and over. More sales volume 
is generated, and profits multiply. Our clients will tell you 
that Heller advice on the techniques of using money is 
often as valuable as the money itself. 


For your own information, you should know the latest 
techniques for using money, outlined in our newest booklet, 
‘‘Financing Business Action Under Today’s Conditions.” 
Why not write for yourcopy? There’s no obligation whatever. 


Write Dept. MM-11 


Walter E. Heller & Company 


103 W. Adams Street. Chicago 90 ¢ 342 Madison Ave., New York 17 
Fulton National Bank Building, Atlanta 3 
Walter E. Heller & Co., of California 849 S. Broadway, Los Angeles 14 
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to help you choose — before you buy or lease* 


straight 
talk coy 
from 





The big difference in dictating machines goes far beyond price or 
convincing sales talk. To make it easier for you to find the machine 
best suited for your own needs, it will pay you to compare every 
measurement of quality. Once you judge Stenocord objectively 
against others, we think you will agree that Stenocord magnetic 
belt dictation offers best value of all. Only $199.50 Plus F.E.T. 














* One unit for * One reusable 
dictation and magnetic belt fe} 
transcription. may be used F windiniia 
h 
* One button pa ol 
controls every — : 
dictating — ” see to 
operation. 




















STENOCORD HELPS YOU TO SAY IT BETTER... EASIER. 


*Send coupon today or call your local dealer for full information on the many benefits of 
Stenocord’s new leasing program (arranged through United States Leasing Corporation). 




















Stenocord of America, Inc., Pacific Instruments Corp., 1 
1 to: 29 Broadway ow 940 North Fairfax Avenue! 
| New York 6, New York Los Angeles 46, Calif. | 
(BOwling Green 9-1480) (OLdfield 6-0020) 
; Gentlemen: I 
Please send the free information which | have checked below. ; 
| NAME | 
| COMPANY 
| ADDRESS | 
| city ZONE ; 
1 STATE ! 
; (] Please send free kit showing how to profitably use leasing to my | 
best advantage. ! 
i [] Please send “How To Be A Dictator’ —humorous booklet of help- ! 
i ful hints and aids. ! 
| [1] Have representative arrange 7-Day Free Demonstration in my i 
| office. } 
srt tnes loa ase ens ate. deli ccaaek ieessair inet back entered cane etn a eh dian niviniainall 
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letter. Here is the answer of the 
executive vice president of that 
firm. EDITOR 





Sir: Thank you for the opportunity 
to comment on Mr. Kohnert’s letter 
about our Sepember advertisement. 

We certainly agree with Mr. 
Kohnert that publicizing the dis- 
turbing increase in employee fraud 
does little to improve relations be- 
tween white collar workers and or- 
ganized labor. But should such in- 
formation be suppressed for this 
reason any more than because it is 
unpleasant to management? 

Indisputable statistics (furnished 
on request) clearly show that the 
$1% billion business fraud loss is 
cause for alarm but it is as nothing 
compared to the human loss. When 
a respected citizen in a position of 
trust is apprehended in a fraud, his 
usefulness to his employer, himself, 
his family and community evap- 
orates. Who shall bear the guilt 
when such a man, under extreme 
pressure, is given the opportunity to 
defraud? Isn’t management morally 
responsible for instituting controls 
that reduce such opportunities? 

It is our sincere conviction (along 
with that of the major accounting 
firms, fidelity insurance companies, 
and other manufacturers of equip- 
ment used for control purposes ) 
that the enormity of this problem 
should be emphasized to manage- 
ment. The use of the simple precau- 
tions we offer has protected many 
firms. It is impossible, however, to 
prove the importance of controlling 
paperwork without first proving the 
existence of what its control pre- 
vents. 

JOHN E. JONES 

EXECUTIVE VICE PRESIDENT 
CUMMINS-CHICAGO CORP. 
CHICAGO 


Rackets and gyps 
Sim: Your article, “How to protect 
your employees against rackets and 
gyps,’ [MM, Oct. ’60] was a true 
public service and should be read 
by not only every management 
man but by every worker as well. 
Complacency and/or disinterest 
by manager and employee alike 
toward the charlatans and gyp art- 
ists is in large measure responsible 
for the success of continued swin- 
dles occurring daily throughout the 
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country. The old refrain “It could 
never happen to me,” or “A sucker 
deserves what he gets,” will in no 
way deter the con men. More posi- 
tive action is indeed required, and 
education on the subject is an ef- 
fective method. 

In our business ( pre-employment 
investigations and rechecks on cur- 
rent employees), we frequently 
find employee problems stemming 
from the swindle root. Financial 
burdens resulting from illegal in- 
terest rates, confession of judgment, 
and the like are reflected in the 
worker’s productivity. Few men 
can work efficiently with constant 
money worries. Such worries fre- 
quently motivate an otherwise hon- 
est worker to engage in theft. 

I feel that your article should be 
circulated and posted where men 
and women on all levels of em- 
ployment can be forewarned of 
the countless swindles to which 
they might at any time fall prey. 


NOEL BATES, PRESIDENT 
BATES ASSOCIATES 
WHITE PLAINS, N.Y. 


Credit omitted 

Sir: The article on business air- 
craft [“Is now the time for you to 
consider a company plane?’, MM, 
Oct. 60] has been reviewed. 

We enjoy cooperating with edi- 
tors by providing them with original 
material on business aircraft. 

Since we provided some of the 
information used in your article, we 
would have enjoyed having some 
acknowledgment made by [your] 
magazine in the story that National 
Business Aircraft Association _ is 
composed of U. S. business and in- 
dustry owning and operating their 
own aircraft and that we provide in- 
numerable services for them and 
their aviation personnel. 


WILLIAM K. LAWTON 
EXECUTIVE DIRECTOR 
NATIONAL BUSINESS AIRCRAFT 
ASSOCIATION 

WASHINGTON, D. C. 


® Usually Management Methods is 
very careful to give credit to sources 
that have helped in the preparation 
of an article. We slipped up this 
time. A nod, therefore, is due the 
National Business Aircraft Associa- 
tion. EDITOR 
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WEAKEST LINK 


IN YOUR CHAIN OF 
COMMAND IS YOUR 


DuKane 


strengthens your 
command with 


PRIVATE AUTOMATIC 
TELEPHONE SYSTEMS 





FAMOUS FLEXIFONE 


INTERCOMS 
4 
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PAGING AND PUBLIC 
ADDRESS SYSTEMS 





INSPECTION CONTROL 
SYSTEMS 





TIME SIGNALS AND 
BACKGROUND MUSIC 


DuKane 


CORPORATION 


DuKane sound and 
communication systems 
are installed and serv- 
iced by a nation-wide 
network of over 300 en- 
gineering distributors. 
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A good executive can reach 
any employee, any time, right 
now ...not through an out- 
side switchboard, but via modern 
internal communication systems. 
With DuKane’s famed Flexifone 
intercom, private automatic tele- 
phones, public or pocket paging (and 
other electronic wonders) the man 
you want tis always there! Your chain 
of command is strong. 
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Network program control at National Broadcast- 
ing Company is a herculean task—eased greatly 
by A. B. Dick offset and photocopy duplicating 
systems. 

A case in point is the daily, forty-page NBC 
program routine—the most important document 
used by the network. It used to take two full- 


- time typists to meet its deadline. Now, one girl, 


in less than three hours, enters changes onto a 
copy of the previous day’s schedule, and photo- 
copies this revised schedule directly onto alumi- 
num offset plates. From these, the current day’s 
copies are run off. Re-typing errors have been 
reduced . . . proofreading eliminated .. . the 
day’s work completed much earlier. 

Keeping up with tight schedules of all kinds is 
but one of the many talents of copy communica- 
tions by A. B. Dick Company, Chicago 48, Illinois. 
Write for details. 


= A-B-DICK 
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You can’t afford not to know what’s NEW 
for YOU in Bell System communications ! 





Right now is a good time to find out. 


From Bell System research and de- 
velopment have come startlingly new 
services and equipment, plus vast im- 
provements in many existing commu- 
nications. Any profit-minded business- 
man should know about them. 


For example ...there is a new fam- 
ily of telephones with push-button fea- 
tures that let you hold six-way confer- 
ences and take calls on as many as 29 
outside, extension or intercom lines. 


There are PBX switchboards with 
greatly increased versatility ; advanced 
teletype equipment; and Data-Phone, 
a new data-transmission service that 
enables you to send data over local or 
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long distance telephone circuits at in- 
credible speeds. 


There are private-line services that 
permit unlimited long distance calling 
between your home office and outlying 
plants for a flat monthly rate. 


There are “hands-free” telephones, 
automatic-answering telephones and a 
host of other important developments. 
All are designed to save your time, cut 
your costs, improve your service to 
customers and otherwise help you op- 
erate more profitably. 


Whether you’re interested in com- 
munications from desk to desk, from 
building to building, or from city to 
city, the Bell System can serve your 
every need fully and efficiently. 


Make sure you're getting the most 
out of your communications. Just call 
your Bell Telephone business office and 
ask to have a Communications Con- 
sultant call on you. You'll like what he 
has to say. 


You have nothing to lose... and 
probably a great deal to gain. 


BELL TELEPHONE SYSTEM 
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THIS NATIONAL SYSTEM paid for 
itself in less than two years. 


“Our Calional System 
with Card Punch Coupler 


returns 60% annually 


1?? 


on our investment! 


—The Cleveland Electric Illuminating Company 
Cleveland, Ohio 


*‘We are impressed with the savings 
realized from our National System. 
Elimination of many add-list opera- 
tions, manual key punching, and 
verification have made the National 
31-W a profitable investment. 

“Our Company has gained more 
than money savings alone. The 
National Representative carefully 
helped us select a system which 
would fit into our Company’s ac- 
counting operation. He was ex- 
tremely thorough in his preparations 
for a smooth installation . . . followed 
up the installation with helpful sug- 
gestions. In short, the National 


Representative has done more than 
sell us a system...he showed us 
how to use this system to its full- 
est advantage. 

“With our National 31-W we have 
a faster, more accurate, and far more 
suitable system for data processing.” 


kf Slop 


Supervisor 

Accounts Payable & Bookkeeping Unit 
General Accounting Department 

The Cleveland Electric Illuminating Co. 


THE NATIONAL CASH REGISTER COMPANY, payton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES + 76 YEARS OF HELPING BUSINESS SAVE MONEY 
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The National 31-W, with alpha- 
numeric intercoupler, creates 
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Your local National repre- 
sentative will be glad to show 
you this simple approach to 
efficient data processing. 
Phone him now — it could be 
the most profitable call you 
will make all year. 
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ADDING MACHINES + CASH REGISTERS 


ELECTRONIC DATA PROCESSING 
wer paper (No Carson Reauiren) 
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New ‘‘Random” Pattern Perforated 
Incombustible Mineral Fiber Tile* 
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i New “‘Plaid” Striated, Fissured Celotone® New “Empress” Relief adic Celotone® New “Serene” Pattern Miniature-Perforated 
Incombustible Mineral Fiber Tile* Incombustible Mineral Fiber Tile* incombustible Mineral Fiber Tile* 
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6 “PLUS” BENEFITS 


IN CEILINGS 
BY CELOTEX 


—" 
i | @ The right ceiling for every need 

i | e A ceiling for every budget 

3 e Products to meet every building code 
e Functional beauty 

e Ease of maintenance over many years 
e Free Ceiling Consultation Service 


Vy, 














Modern office planning begins with 
sound quieting ceilings that pay divi- 
dends in employee comfort and effi- 
ciency. Your Acousti-Celotex distributor 
offers expert consultation, without obli- 
gation. He’s listed in the “Yellow Pages,”” 
If it’s “by CELOTEX” 

you get QUALITY... plus! 





















































Acoust/-CELOTEX 


SOUND CONDITIONING PRODUCTS 

















a The Celotex Corporation, 120 S. LaSalle Street, Chicago 3, Illinois 
In Canada: Dominion Sound Equipments, Limited, Montreal, Que, 











*Celotex Mineral Fiber Tile listed and labeled by 
Underwriters’ Laboratories, Inc. 
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These are the five famous brands of 
the United States Shoe Corporation. 


A 


BURROUGHS TYPING ACCOUNTING EQUIPMENT 
SAVES 100% OF ITS COST EVERY 9 MONTHS AT 
UNITED STATES SHOE CORPORATION 


The scene: The United States Shoe Corporation of Cincinnati, Ohio. The jeb: Accounts 
Payable. The equipment: The Burroughs F-1506 Typing Accounting Machine. The results, 
according to Controller and Assistant Treasurer H. F. Rottinghaus: ‘“‘Because of its greater speed 
and work capacity, this equipment saves 100% of its cost every 9 months. Such performance is 
typical of our other Burroughs machines—including 11 Sensimatic to Punched Tape units now 
preparing payroll information in our 11 manufacturing plants, and four numerical accounting 






machines on accounts receivable.”’ Burroughs and Sensimatie—TM’s 
Burroughs automation equipment ranges from accounting Eo) B O Fs 

machines to complete electronic computer systems. It’s Burroughs urr u hs 
supported by outstanding systems knowledge and known 

for outstanding results. For details, action—and results— Se 


call our nearby branch. Or write Burroughs Corporation, 
Detroit 32, Michigan. 


Corporation 


“NEW DIMENSIONS {| in electronics and data processing systems” 
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LEES CUSTOM CARPET SOLVES UNIQUE 


DECORATING PROBLEM FOR THE NEW 
LE MONT RESTAURANT IN PITTSBURGH 


Problem: To retain Louis XV delicacy in one of 
the country’s most luxurious new dining places, 
yet to be realistic about constant traffic, soilage. 


Solution: Variations on a fine old Aubusson pat- 
tern, custom loomed in Lees sturdy Hooksett carpet 
which takes the yarn through the back; and in 
Lees extra-heavy-duty Duracord carpet which 
packs 50% more yarn than conventional weaves 
into the surface of the carpet for a lot more wear. 





Peach, peacock blue and brown underlie the quin- 
tuple color scheme devised by Interior Designer 
Robert Perrin, to combine eighteenth century grace 
with 1960 practicality high in the sky of downtown 
Pittsburgh. Of the finished installation (made by 
Wayne-Weil), Mr. Perrin says, “A beautiful job 
of interpreting my design ideas. Working under a 
very difficult time schedule, Lees provided pat- 





ots terns, texture, colors that were precisely what I 
a : 

ts, needed—on time!” Another reason why decora- 
ed 

a tors, architects and contractors specify Lees! 

sid Write now, while you’re planning, for the name of 
n ; cae 

the Lees Commercial Specialist nearest you and 


for your free brochure. Commercial Dept., James 
Lees & Sons Company, Bridgeport, Pennsylvania. 


el SEE OUR 
Those heavenly carpets by (CE3 
ns” ® 
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YOURS 


FOR THE 
ASKING 







These booklets—promotional and otherwise— 


contain ideas of possible profit to you. Each 


item listed will be sent to you without cost. 


FOR FREE COPIES, USE READER SERVICE CARD OR WRITE DIRECT 


A 


Guide to computers 

Here is an invaluable aid to any 
business contemplating the pur- 
chase or rental of an EDP system. 

An easy-to-understand chart cat- 
alogs all the comparative character- 
istics of the 43 general purpose, 
digital domestic computers now on 
the market. 


This up-to-date guide, carefully 
compiled by Charles W. Adams 
Associates, Inc., will be sent with- 
out charge if you circle number 249 
on the Reader Service Card. 


4 
Financing services 


If you're concerned with financ- 
ing, you may be interested in a 
new booklet prepared by Walter E. 
Heller & Co. 

“Financing Business Action under 


Today's Conditions” reviews the 
complete financing activities and 
services Heller performs. 


For your free copy of this 16-page 
booklet, circle number 254 on the 
Reader Service Card. 


WwW 
Mailing guide 


“Postage Economies and Mailing 
Methods” is a comprehensive guide 
on mailing procedures. 

The 52-page manual includes an 
easy-to-understand digest of postal 
rules for all classes of mail. 

Chapters also cover mailing tests 
and results, the effective use of color 
and other useful mailing sugges- 
tions. 

For a free copy of this helpful 
manual, you may write Envelope 
Institute of America, Inc., 176 W. 
Adams St., Chicago 3. 





Worth paying for... 


Managerial decision-making . . . Case supported analysis of the 
rational bases and orderly procedures for arriving at sound decisions. 
Authored by R. W. Morrell, Ph.D., 200 pages, $6. Order from Bruce 
Publishing Co., 400 N. Broadway, Milwaukee 1. 


American industry in Europe .. . Report on the opportunities and 
competitive aspects of the European Common Market. Compiled by 
Arthur D. Little, Inc., 102 pages plus numerous charts, $3. Order from 
Arthur D. Little, Inc., Acorn Park, Cambridge 40, Mass. 


Plain letters. . . . Shortcuts to better business writing are supported 
by actual examples of successful letter writers. Authored by Writing 
Consultant Mona Sheppard, 306 pages, $4.50. Order from Simon & 
Schuster, Inc., 1 West 39th St., New York. 


Sales contests and incentive programs . . . Hundreds of tested con- 
test ideas for every selling level—salesmen, jobbers, dealers, consumers. 
Authored by Sales Consultant D. D. Seitz, 210 pages, $5.35. Order from 
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Prentice-Hall, Inc., Englewood Cliffs, N. J. 
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Five-minute forms check list 


A quick and easy guide to prepa- 
ration of efficient forms has been 
prepared by Hammermill Paper Co. 

It can be used to evaluate both 
new and old forms. 


For a free copy of this forms 
checklist, write to Hammermill Pa- 
per Co., Erie 6, Pa. 


WwW 


The case for air freight 


How progressive management 
can profit by air freight is pre- 
sented in a new 16-page booklet 
offered by American Airlines. 


For a free copy of Airfreight 
Forecast, circle number 255 on the 
Reader Service Card. 


WwW 
Ways to use copymakers 

“How to Solve Office Problems 
on the Spot” is a new booklet pre- 
pared by Transcopy, Inc. 

The piece suggests hundreds of 
ways to save time and money with 
copying equipment. 

For a free copy of this 16-page 
booklet, circle number 251 on the 
Reader Service Card. 


Ww 


Flexible modular furniture 


Versatile metal office furniture is 
illustrated in full color in a 24-page 
catalog offered by All-Steel Equip- 
ment, Inc. 

Executive, secretarial and _ cler- 
ical units are all included in the 
contemporary line designed by this 
manufacturer. 


For a free catalog, circle number 
221 on the Reader Service Card. 
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CUTTING COSTS IS OUR BUSINESS 





For every individual on a weekly payroll, employee data must be 
written an average of 240 times a year on all kinds of forms and 


. ——_—_—_—_———_ 
Pictu re h OW records. Actual surveys reveal that at least 67% of this writing is 


repetitive! 


oo) ® 7 Addressograph Methods automate this burdensome, costly pay- 
J oe Sm ith looks roll writing job for you. Just record alphabetic and figure data for 

. each employee on a low-cost Addressograph plate. Then process 

any check, form or record on an Addressograph machine... 


to yo U r payroll speedily, accurately, automatically ... using all or any 


portion of the data. < 
Let us demonstrate how Addressograph Methods 


department cut costs of payroll record writing. Contact your 


nearby Addressograph office, or write Addressograph- 
Multigraph Corporation, Cleveland 17, Ohio. 


Addressograph-Multigraph 
SERVING SMALL BUSINESS ¢ BIG BUSINESS ¢ EVERY BUSINESS 


301-17-0651 fo1-17-0651 301-17- S\N 301-17-0651 301-17-0651 301-17-0651 














17-0651 
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Todays low-cost way to automate 
your job costing is with 
Keysort Data Processing 


For strict job costing controls at every stage of opera- 
tion—for any number of up-to-the-minute management 
reports in such areas as inventory, order and sales analy- 
sis, labor costing—Keysort is the data processing system 
to use. 

The reasons are many. No restrictive procedures; 
minimum training; remarkable economy; simplicity of 
installation and operation. 

Keysort, in fact, is the only automated data processing 
system flexible enough to fit your business as it stands 
and as it grows. It is the one system adaptable and af- 
fordable to companies of every size. 

With Keysort you use punched cards—mechanically 
created for fast, easy sorting. Figures are automatically 





tabulated and results summarized direct to reports 
without transcribing. 

Result: Keysort automates your data processing to 
give you the meaningful on-time information you need 
for complete control of your business and profits. 
Monthly, weekly, daily. And at truly low cost. 

Your nearby Royal McBee Data Processing Systems 
Representative has had a wealth of experience in solv- 
ing management control problems. Working with you, 
with your systems and procedures experts, he can offer 
helpful advice about a low-cost Keysort system tailored 
to your individual requirements. Call him, or write us 
at Port Chester, N. Y. — indicating the applications in 
which you are interested—and we will be happy to send 
you actual case histories from our files. 


ROYAL MCBEE. data processing division 


NEW CONCEPTS IN PRACTICAL OFFICE AUTOMATION 
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DO YOU KNOW THE LAW ON 


Product defects 


To whom is the manufacturer liable? 


The question—[s a manufacturer liable to other 
than an immediate purchaser for defects in his prod- 
ucts? 

The answer- The manufacturer is liable for negli- 
gence to those injured by defects in his products. It 
does not matter whether they have purchased the ar- 
ticle direct from the manufacturer or from a retailer 
or distributor. 

Case one— Nine actions for damages were brought 
against a large rubber manufacturer by purchasers of 
boots, for injuries they had suffered through negli- 
gence in the manufacture of these articles. The boots 
had been sold by the manufacturer to retailers and 
jobbers and the purchasers who had brought these ac- 
tions had neither bought the boots from nor had any 
contract relations with the manufacturer. 

In holding the manufacturer liable to these victims, 
the Federal court said, “Permitting a manufacturer's 
liability for negligence to a remote consumer of the 
product, to depend upon the principles of the law of 
negligence is more productive of justice in the Twen- 
tieth Century society in which we live today than is 
the old Nineteenth Century rule which made the man- 
ufacturer’s liability depend upon privity of contract. 

“The latter rule was formulated in 1842 and may 
_have been appropriate at that time in a society where 
our modern methods of mass production and distribu- 
tion of products were unknown, where in most in- 
stances the customer dealt directly with the manufac- 
turer and the products purchased were generally sim- 
ple and as susceptible to inspection and understanding 
by the purchaser and the retailer, as to the manufac- 
turer. 

“Today, however, in our society of mass production 
and distribution, manufacturing processes are far more 
complex, defects in a product caused by negligence 
may be highly dangerous to life and limb, no matter 
what the product is and yet not be discernible to 
either the retailer or the consumer. 

“The purpose which the article, if perfected, is in- 
tended to accomplish is immaterial. The important 
thing is the harm which it is likely to do if it is im- 
perfect. Then, too, modern mass product manufactur- 
ers produce their products with the ultimate user in 
mind. These products are not produced for the use of 
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New HOWE Mobil-Matic ‘'12” folds 


and rolls away in 3 seconds 


= seconds ago this 
conference room did not exist! 


You, too, can make a conference room appear or 
disappear this quickly. All you need is this new 
HOWE folding table and a little floor space. 


Ever increasing costs and constantly changing needs have turned 
many efficiency-minded firms to multi-purpose space use. 

The new HOWE folding conference table, the Mobil-Matic 
“12,” was designed with this in mind. The Mobil-Matic “12” is 
functional in every detail. It seats 14 comfortably. The counter- 
balanced spring tension and synchronized action of its patented 
understructure make it easy and safe to open or fold in just 3 
seconds. Folded, the Mobil-Matic “12” is rolled away smoothly 
on 4” swivel casters. Because it measures just 14” folded, it 
stores against the wall, barely protrudes into the room. 

For all its functionalism, the HOWE Mobil-Matic “12” sacri- 
fices nothing in the good looks department. Its top and edge are 
marproof, patterned Formica. (For those who prefer, an ano- 
dized aluminum-edge model is also available.) 

To keep the unit bright and fresh-looking, the entire under- 
structure is plated with rustproof Cadmium. 


Custom Division 


HOWE FOLDING FURNITURE, INC. 
1 PARK AVENUE, NEW YORK 16, N.Y. 
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FREE! Just fill in and mail the handy coupon and 
you'll be sent illustrated literature free on the Mobil- 
Matic ‘“‘12” and other HOWE folding tables. Act now. 


Name 








Firm 








City Zone State. 
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Rhode Island Development Council | 


Leading industrialists are using . ; . 


——_ 
Rhode Island’s 


100% 
FINANCING 
PLAN 


For Plant Expansion 
Without Capital 
Investment 





Rhode Island’s unique 100% Lease-Purchase 
Financing Plan has been in operation since Jan- 
uary 1959. During this relatively short period of 
time nearly 11 million dollars in new plant con- 
struction has been approved and guaranteed by the 
State of Rhode Island. 

These plants represent over 1,270,000 square feet 
of new manufacturing space, now either completed 
and in operation or currently under construction. 
This is positive proof that industry management 
considers Rhode Island’s 100% Financing Plan to 
be practical, workable and financially sound. 

We invite your consideration of Rhode Island as 
a location for your new plant or branch operation. 
Excellent sites and building shells are available — 
and of course, Rhode Island’s 100% Financing Plan 


is available to you for immediate expansion. 


Write for new 100% Financing 
Plan booklet and complete details. 


*Names proudly given on request! 


108 Roger Williams Building, 
Hayes Street, Providence, Rhode Island 
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the jobber or retailer who may be in privity with the 
manufacturer. 

“In this case, for instance, the manufacturer may 
not have had these particular purchasers in mind in 
the production of these rubber boots but certainly the 
class of persons to which these persons belong—miners 
—were in the contemplation of the manufacturer and 
the manufacturer owed to that class of persons, whom 
they knew would use its product, the duty not to in- 
jure them by negligence in manufacturing the boots. 

“This duty arises, not out of contract but out of the 
general human duty not to injure another through dis- 
regard of his safety. 

“Unless all of the elements of negligence combine— 
duty, breach of duty, foreseeability, proximate cause, 
lack of intervention of intervening causes, lack of con- 
tributory negligence—under the law of negligence, 
there will be no recovery against the manufacturer.” 

Larson v. United States Rubber Co., 163 F.S. 327, 
June 20, 1958. 


Case two—At a retail store in Oklahoma, a cus- 
tomer shopping for furniture sat in a chair on display. 
The chair coilapsed and the customer was injured by 
her fall to the floor. In sustaining the contention of 
the victim that the manufacturer of the chair was lia- 
ble for these injuries, the Federal court said: “Where 
a manufacturer with information before him of the 
nature of the use to which an article manufactured 
by him is to be put and from the nature of such use 
must know that if the article when put to such use, 
if defective, will be imminently dangerous to persons 
who he knows must come in contact therewith, a duty 
rests upon such manufacturer to use ordinary care to 
ascertain the condition of the article i 

“If he fail to exercise ordinary care in this regard 
and as a result sells the article in a defective condi- 
tion, he is liable for personal injuries to that class of 
persons who must necessarily come in contact with 
such article and liability is not limited to those with 
whom the manufacturer contracts.” 

Champlin v. Oklahoma Furniture Mfg. Co., 269 Fed. 
2d 918 August 7, 1959. 


Case three—At the AiResearch plant in Califor- 
nia, a workman was injured when a two inch, rubber 
banded abrasive wheel “blew up” in his face. His em- 
ployer had bought a hundred of these wheels. 

The court ruled the manufacturer of the abrasive 
wheels was liable. 

“Where by reason of its nature the article sold is 
commonly recognized as intrinsically dangerous to life 
and property, if the seller without notice of their dan- 
gerous or noxious qualities delivers them to a customer 
or to a carrier who is ignorant of these properties, he 
is liable not only to him but to others to whom, while 
in the exercise of reasonable care, they are the proxi- 
mate cause of injury. 

“A seller's liability exists where a manufacturer 
knowingly sells for general use without disclosing the 
existence of the defect, a machine, mechanical instru- 
mentality or other article which, because of its defec- 
tive . . . condition when put out, causes injury.” 

Peterson v. Lamb Rubber Co., 343 Pac. 2d 261, 
August 28, 1959. 


MANAGEMENT METHODS 





DS 





...with new Ditto. 


BRAND 


MASTERFAX, the 4-jobs-in-1 machine, gives you faster, cleaner, 
more economical masters. Here’s how! (1) It makes spirit masters 
from almost any original—typing, drawing, writing, letters, news- 
paper clippings, business forms—in less than 15 seconds. Since no 
carbon is used in making the original, typists and artists can work 
without error-worry. (2) It makes paper offset masters in 15 seconds 
or less, for less than 4¢ each. High-quality, long runs are obtainable 
from one original; it remains unchanged . . . may be used many 
times. (3) In addition, MASTERFAX makes low-cost, one-step, 
dry-process facsimiles from almost any original; newspaper, letter- 
head, business form. Also copies any image on MASTERFAX 
paper on any weight or grade of paper—even cloth. (4) Bonus 
Extra! MASTERFAX also laminates important papers for lifetime 
protection. For full details and demonstration, call your local DITTO 
Sales Representative, or mail the coupon! 
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Masterfax!, 











Sew 2 SS SS 2 S22 S228 2S88885 


, DITTO, INC. 
16872 McCormick Road, Chicago 45, Illinois 
Without obligation, please 


Send additional information on the 
new MASTERFAX. 


‘a Arrange a MASTERFAX demonstration 
for my office 


Name, Title 





Company 





ddress. 
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chief executives 
a (indians too!) 


Peg - 
ee 





WORK 
BETTER 
IN 

A 
CRAMER 
POSTURE 
CHAIR 


Eas 


CRE 


PRESS 









: No other posture chair gives you such 
‘ complete satisfaction! With Cramer 

E chairs in YOUR teepee, your tribe will 
b turn out MORE work—because 


Cramer chairs mean good posture. 


They help fight fatigue; they promote 


say 
hee at Ses 


SONS 


speed, accuracy and they pay for 


themselves over and over in low 





maintenance and increased 
worker output. 


Be sure YOU are Backed by the Best 


Write for Complete Details 


POSTURE CHAIR COMPANY, INC. 
625 ADAMS STREET + DEPT. MM-11 * KANSAS CITY, KANSAS 
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CURRENT ASSETS ASSETS 
Cash : $26,762,826 
Tempg Investments 6,481,750 
ReceiMiba \.... 54,718,640 
645959 465 


ess a sos 860, 725 


Wereees 


ABILITIES 





CURRENT LIABILITIES 
Notes Payable ..... 
Accounts Payable 





me. 951535509 
16,355,127 


92948 956 






eee rr tt ieee tee 


Prepaid Income ........ ae. 


TOTAL CURRENT LIABILITIES 
Fixed Liabilities 


TOTAL LIABILITIES .... cere 
$100,000, 000 





ee 

Surplus .. EE i 33,492 533 
CAPITAL AND SURPLUS 

RATIOS 

Current assets to current liabilities 325 tol 
Total liquid assets to current liabilities 2.01 to 1 
Capital and surplus to total assets ........... 51 tol 





Tape on a report! 


Convincing wa Y to substantiate facts with c/ 


The exclusive contr 
Sible. It eliminates 


Memington. PRarnuddl 


DIVISION OF SPERRY RAND CORPORATION 
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$154, 78, 
30,754 
74,251 


$259, 78! 


¥ 43,67: 
82,62: 


$126,25€ 


$133 ,49% 
$259, 789 
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“Moore forms help 
us speed invoice data 


from Shipping to Billing” 


Automated control of paperwork in Jantzen’s new 
invoice system has made savings possible for this manu- 
facturer of men’s and women’s swim suits and sports- 


wear. Now communication between departments is 
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faster, several manual steps have been eliminated, 
and the chance of human error has been minimized. 


Punched cards containing order information are proc- 
essed in the Portland, Ore., tab department. Electric 
accounting machines convert the cards to a printed 


Build control with 


MOORE BUSINESS 








KENNETH C., SMITH, 
Vice President and Treasurer, Jantzen, Inc. 


shipping order on a special one-part form. The order 
goes to the shipping center in Vancouver, Wash., nine 
miles away. There a packing memo is written on a 
teletypewriter, which produces a punched by-product 
tape. The memo is sight checked against the order as 
another control, and the tape is used to transmit the 
data to the Billing Dept. in Portland, where it appears 
as a duplicate tape. 


The transmission also activates three ‘slave’ units 
which automatically print the labels, express receipts, 
In the Billing 
Dept., the duplicate tape is converted to punched cards, 


and bills of lading that are needed. 


used to print the complete invoice. Throughout the 
system Moore Speediflo is-the form used—the com- 
pany’s control in print. 


“We relied on the Moore man’s knowledge of system 
and form design to give us the controls we needed,” 
said Kenneth C. Smith, Vice President and Treasurer 
of Jantzen, Inc. For details on how the Moore man can 


help you, get in touch with the nearest Moore office. 


Moore Business Forms, INc., Niagara Falls, N. Y.; Denton, 
Texas; Emeryville, Calif. Over 300 offices and factories through- 
out the U.S., Canada, Mexico, Cuba, Caribbean and Central 
America. 
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Workshop for Management 


Clip out and route to: 














PRACTICAL IDEAS YOU CAN USE RIGHT NOW! 


bel. yy am - ele} —s a =) t- 


MARK EMPLOYEES’ 
JOB ANNIVERSARIES 


= WorkKeERS at Sweden Freezer 
Manufacturing Co. look forward 
each year to the anniversary of the 
date they joined the firm. That's 





the day President H. F. Swenson 
sends each celebrant in its Seattle 
and Columbus plants a floral trib- 
ute. 

Orchids go to each woman em- 
ployee, while men’s anniversaries 
are remembered with a rosebush. 

To further mark the event, the 
number of years served by each 
individual are publicized in the 
company house organ. 


SAFETY INSURERS 


PROMOTE 
HIGHWAY SAFETY 


® EACH SEPTEMBER when _ school 
opens, Dairylea intensifies its drive 
for safety on the highways. The 
program is double pronged—aimed 
at both drivers and children. Busi- 
ness benefits are twofold, too. Not 
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only does the safety drive cut the 
toll of accidents, but it cements 
community relations. 

Although the brunt of the re- 
sponsibility lies with the driver, 
Dairvlea makes every effort to im- 
press upon children the need for 
caution. 

Concentrated in the back-to- 
school period, safety messages are 
repeated in newspapers and on the 
radio. 

Full color picture posters carry 
the safety warnings wherever the 
firm’s several hundred _ trucks 
travel. 

Routemen distribute a free com- 
bination bookmark and ruler to 
children. The useful gift is an every- 
day reminder to students with its 
list of nine important walking and 
bike-riding safety rules. 

During the safety emphasis pro- 
gram, letters from Dairylea branch 
managers also enlist the help of 
civic groups in helping cut down 
on needless accidents and fatalities. 


PROBLEM STOPPERS 


GUARD YOUR 
DISCIPLINE RIGHTS 


= IS YOUR FIRM ONE of the many 
that is slowly but surely losing its 
grip on the right to discipline em- 
ployees? 

According to Industrial Relations 
News, this is now happening to 
many non-union as well as organ- 
ized companies across the nation. 

Alert managements can take con- 
crete steps to halt this creeping ero- 
sion of their right to discipline. 





For instance, one large utility in- 
sists that executives actively and 
vigorously enforce company disci- 
pline policies. To insure flexibility, 
no written rules are issued. But fore- 
men and line supervisors are briefed 
periodically in group meetings on 
the unwritten policies. 

Absenteeism, a chronic discipline 
problem in many companies, is no 
longer a headache at the American 
Institute of Certified Public Ac- 
countants. This New York office, 
employing 140 people, grants a paid 
day off to every employee who 
works three consecutive months 
without an absence. Using a “car- 
rot instead of a stick,” says Person- 
nel Manager Elizabeth Brooks, 
serves two purposes. It encourages 
chronic absentees to improve their 
attendance records, and rewards 
the conscientious employee with a 
customarily good record. 

Here are suggestions, made by 
IRN, to help insure your manage- 
ment’s right to manage. 
® Make rules realistic, reasonable— 
in tune with the times. 
® Tone down the language of your 
rules, 
® Resist making exceptions to rule 
enforcement. 
® Dont permit a rule to be violated 
“at the edges.” If you grant work- 
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“Because we ve got to he 


On Camera, 
On cue 


we use Delta Air Freight” 


TELEPROMPTER 
STAGING 
5EkW YORK. 


TelePrompTer Corp., New York, produces 
closed-circuit TV programs nationwide, 
ships special electronic projection equip- 
ment by air, relying heavily on Delta’s 
scheduled Air Freight service. 


“Meetings via closed-circuit television 
have become so popular with business 
and industry,’ reports Barry Burnstein, 
Traffic Manager, “that we have to use 
the fastest, most reliable means of ship- 
ment to assure prompt delivery. By 
using Delta Air Freight we also eliminate 
heavy crating, excessive paperwork and 
handling. Air freight is a daily tool of 
business with us. It has helped us widen 
our service and please more customers.” 











Delta operates all-cargo flights and in ad- 
dition carries freight on every passenger 
flight, including Jets. All-Cargo flights 
serve Atlanta « Chicago ¢ Cincinnati 
e Charlotte « Dallas ¢ Detroit « Hous- 
ton ¢ Memphis ¢ Miami ¢ New York 
New Orleans ¢ Orlando ¢ Philadelphia. 


FREE! Air Freight Brochure 


with money-saving details and typical rates, 
Use Reader Service card, or write 
Delta Cargo Department, Atlanta Airport, Georgia 


DOOR-TO-DOOR 








GENERAL OFFICES: ATLANTA AIRPORT, ATLANTA, GA, 
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ers five minutes to clean up, dont 
let them start quitting six min- 
utes, then seven minutes early. 


CHECK UP ON ACCURACY 
OF VERBAL COMMUNICATION 


® HERE'S A DO-IT-YOURSELF way to 
convince people in your company 
that written communications are 
sometimes necessary. The simple 
check-up trick is suggested by 
Western Girl, Inc., San Francisco 
temporary help agency. 

The test is patterned after a com- 
mon party game called Gossip, 
where an original story becomes 
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almost unrecognizable when whis- 
pered and re-whispered to a series 
of people. 

Have an executive issue a rather 
long verbal communication to an 
assistant, with instructions to pass 
it along in the same manner down 
the office echelon. Then have the 
last person on the list transmit the 
message as he remembers it to the 
originator. 

You—and your employees—may 
be in for a surprise on how garbled 
the verbal communication becomes 
as it travels the grapevine. 


SALES BUILDERS 


LET PROSPECTS PROVE 
EASE OF OPERATION 


@ IF YOUR PRODUCT is really easy to 
use or install, why not encourage 
prospects to prove it for them- 
selves? 

Here is one case of such dramatic 
self demonstration. Producto Ma- 
chine Co. introduced Quik-Fit 
guide pins that simplified die-set 
assembly from a tricky, laborious 
job to a simple snap—so simple, 
Executive Vice President Phil Mar- 
silius decided anyone could do it 
with his eyes shut. 





That thought sparked an idea for 
a convincing demonstration of its 
ease of use. Visitors at the Machine 
Tool Show were invited to take the 
Quik-Fit blindfold test. Everyone 
who tried the assembly test passed. 
Each received a button stating, “I 
passed the blindfold test.” Further 
mileage was realized from. the 
prove-it-yourself idea by suggest- 
ing it in the firm’s advertising. 


PROFIT MAKERS 


DONT BE 
TOO EASY GOING 


@ SOME EXECUTIVES are so con- 
cerned with being well liked that 
they lose out on gaining respect 
from their subordinates. 

It takes a certain amount of iron 
to be a good leader. It takes firm- 
ness to be a capable executive. 

Your answers to these questions 
will indicate whether you are too 
soft in your relations with staff 
members. 

[] Do you depend chiefly on coax- 

ing and persuasion to get your men 

to do their jobs? 

(]Do you procrastinate when it 

comes to reprimanding a worker? 
| Do you tighten up inside when 

you have to give an order? 

~| Do you lavish praise on every- 
one, even when he is just doing 
passing work? 

[] Do you tend to rate all your em- 
ployees in the better grades when 
writing merit rating reports? 

| Are you afraid to say “NO”? 

[] Do you say you agree in a dis- 
cussion—even when you do not 
agree—just to avoid an argument? 
[] Do you give in easily? 

[_] Do you worry a good deal about 
whether people like you? 

[| Do you overlook shortcomings in 
a man’s work or attitude rather than 
call it to his attention? 

If you answered “yes” to many of 
these questions, Personnel Consult- 
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in NEW metered cost-per-master plan 


an 

cuts offset duplicating costs 

of 

It- 
Under our new reduced rental plan for standard XeroX® master- Write today for full information. Haloid Xerox 
making equipment, you pay only for the offset masters you make aed gh spacye dyson te-ag Sek mb 


z . Branch offices in leading U.S. and Canadian 
beyond an established minimum. cities. Overseas: Rank-Xerox Ltd., London. 


This metered cost-per-master plan is especially designed for low- MH A ’ Ol Dp 


volume users of offset masters. It means you can now economically 

justify the use of XeroX equipment and enjoy all the benefits char- 

acteristic of xerography, the world’s most versatile copying process: x ae ea OX 
high quality, low cost in a clean, fast, dry operation. 

Circle number 127 for more information) 
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B= automatic multiplier 2341E 


Provides fully automatic multiplication at conventional adding 


machine cost. See the remarkable double keyboard machine which 


does wide range of office computations automatically. 10/11 cap. 


See your dealer or write “addo-x”, 300 Park Avenue, New York 22 
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ant Arthur R. Pell warns you are too 
easy going or too concerned with 
personal popularity. 

Tighten up. Be forceful. Be fair 
| but not lax with workers. 


EFFICIENCY HINTS 


TAKE THESE STEPS 
BEFORE FILLING TOP POSTS 


@ “NAIVE EXECUTIVE HIRING prac- 
tices cost companies tens of thou- 
| sands of dollars a year.” 
| This figure, President Edwin B. 
| 
| 





Conley of Conley Associates, Inc. 
explains, represents waste salary 
paid to poor performers hired and 
does not count the financial and 
psychological damage the inferior 
executive can do to the firm. 

To minimize mistakes made in 
hiring, President Conley suggests 
companies take these steps before 
they hunt for a candidate for a top 
management post: 


1. Prepare a detailed job descrip- 
tion and organization chart. Find 
out why the job is open, what the 
| job's real requirements are, and 
what specialized knowledge _ is 
needed for it. 

2. Determine what you are pre- 
pared to pay, always remembering 
that you only get what you pay for 
| and that high powered men don't 
| come for one-horse salaries. 


3. Get ready to meet candidates. 
Keep the number of men who will 
interview them down to a mini- 
mum. 


4. Prepare to probe deeply into 
personality as well as background. 
Avoid the man who's been so 
“steady” that he’s made no solid 
progress. 


ESTABLISH RAPPORT 
WITH THOUGHTFUL GIFTS 


@ A LARGE MAJORITY Of companies 
settle for run-of-the-mill business 
gifts. A few use imagination in 
making their selections. 

You can pull your gift out of the 
ordinary classification by making it 
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psychologically correct. Make your 
choice reflect or flatter the person- 
ality of the recipient. These ideas, 
many suggested by Dr. Ernest Dich- 
ter, president of the Institute of 
Motivational Research, will help in- 
sure that your gift will be appro- 
priate and appreciated. 

Add an air of discovery. Not read- 
ily available items create the im- 
pression that the donor has gone 
out of his way to procure the gift. 
One-of-a-kind items, limited or au- 
tographed editions, new designs or 
models not yet widely distributed, 
a gift witha history, collector items, 
unusual imports—all impart the 
feeling of uniqueness. 

Accent cultural tone. Where inti- 
mate gifts are out-of-order, imper- 
sonal but cultural gifts have psycho- 
logical value. Rare books, unusual 
records, original paintings all carry 
implied compliments to the recip- 
ient. 

Depart from the routine. Often a 
slight twist can make a mighty dif- 
ference in the pleasure your gift 
creates. For instance, one executive 
said, “Everyone I knew received a 
turkey last Christmas,” but he add- 
ed with glee, “X Corp. sent me a 
beautiful goose. The children never 
had goose before. They loved it.” 

Benefit others. Neutralize your 
gift from any breath of bribery mo- 
tive by buying it from a worthy or- 
ganization. As an example, charm- 
ing handmade gifts from the Light- 
house for the Blind benefit both the 
handicapped and the recipient. 

Give to charity in person’s name. 
Many businesses have turned to 
giving checks, food, or merchandise 
to charitable causes. A card or letter 
informs the individual that the con- 
tribution is being made in his name. 
Some firms allow the “giver” to des- 
ignate his favorite charity. 

Widen individual’s interest. A 
connoisseur selection may open up 
new horizons or hobbies for the re- 
cipient. For instance, one sales 
manager welcomed a gift of 12 bot- 
tles of fine French wine. With it 
came a monograph on wine varie- 
ties. This present started him on 
forming his own little “cellar.” 

Acknowledge a personal event. 
So-called personal gifts—wallets, 
humidors and the like—have_ be- 
come standard business gifts. Psy- 
chologically, personal gifts are in 
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SHELVING 


If your parts are large or small — 
_ Equipto drawers will take them all 





now in all sizes 


The vast and varied Equipto line offers the widest selection of capacities and 
combinations ever built into drawer storage units. They include everything 
from simple 2 drawer units to the large 7’ high multi-drawer combination 
shown above. They are of heavy duty construction and not to be confused 
with other units on the market. Different types of interchangeable drawers 
permit thousands of arrangements within the units to satisfy your needs — up 
to 6,184 drawer compartments in only 3 sq. ft. of floor space. 


Some of the drawers are shallow for tiny parts . . . others are Jumbo size 
for large objects. Up to (17” long by 1144” wide by 64%” deep) All have 
adjustable dividers that lock in place —can’t creep up — small parts cannot 
get from one compartment to another. Heavy gauge steel construction pro- 
tects parts . . . prevents sagging or sticking . . . prolongs life of units. 

Equipto is the most complete line of drawer and drawer units on the market. 
Send for your free copy of big 32 page drawer catalog No. 302 showing hun- 
dreds of different units. Don’t delay, act today! 
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WANT PROOF? 


...there is 
a favorable 
industrial 
tax climate in 
WESTern 

PENNsylvania 


Write to: 


PENN yloania \ AN ORS ME 8 OBB Ee OR OR ae 


An operating unit of the WEST PENN -ELECTRIC SYSTEM 







































j WEST PENN POWER, Area Development Department MM-24 

| Greensburg, Pa., Phone:TEmple 7-3000 
Yes, I’d like proof that WESTern PENNsylvania has a favorable | 

| tax climate for industry! | 

| Name Title i 
Company 

| Address Telephone | 

| City Zone State | 

ERATE min AUER NY I A AN EN ART RITE LN MORRELL ae | 
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actuality occasion gifts. Has the re- 
cipient just bought a house? Send 
him a weather vane, painted porce- 
lain door knobs, an interesting door 
knocker. Is he a new boat owner? 
Consider a chronometer or a marine 
radio. 

Avoid callousness. Some people 
on your gift list may be preoccu- 
pied with misfortune or sorrow at 
Christmastime. Is the recipient's 
child sick? Send a nice toy or open 
a bank account in the child’s name. 
If death has occurred in the family, 
send a rosebush or houseplant, Bi- 
ble or an inspirational book. 

Give out-of-season. Your gift au- 
tomatically receives a measure of 
comparison, even surfeit, when pre- 
sented in traditional gift giving sea- 
sons. There’s no law against choos- 
ing another date or event to com- 
memorate with gifts. As a random 
suggestion, why not surprise folks 
on your list with a deluxe bound 
history of America, a nylon flag, or 
a filled picnic hamper on the Fourth 
of July. Or find out each individu- 
al’s birth date and send mono- 
graphed stationery or a handsome 
house marker for his lawn or mail- 
box. 


OFFER INDIVIDUALS 
A CHOICE OF GIFTS 


@ WHEN A PERSON RECEIVES dupli- 
cates—or even triplicates—of a gift, 
it lessens its value and usefulness. 
Or if the item is something he can’t 
use or doesn't like, your gift is re- 
ceived with little or no pleasure. 
There's a simple way out of 
this dilemma. Let the individuals 
on your list select their own gifts. 
Organizations such as the Gallery 
of Gifts, Inc. make this easy for 
both giver and receiver. You order 
the exact number of Gift-Bookards 
you want—from a few to a few hun- 
dred—at the flat rate of $6.50 each. 
The Bookard is a combination 


personalized greeting card, gift cer- | 


tificate and illustrated catalog. The 
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it’s the new Calculagraph 500 Series 


Now the completely new Calculagraph 500 Series labor cost data 
computer brings automation to the largest single cost factor of most 
businesses — labor time. 


As a system in itself or as an integral component of any cost control 
system, the Calculagraph corrects the weakest link inherent in most 
systems by automatically computing and printing actual hours worked. 
This will assure 100% accuracy by eliminating the human frailties in 
manual computation and, in most cases, eliminate most of the 


clerical labor costs. 


As a result, in a unit card system, the Calculagraph 500 Series can 
save time, clerical costs, and attain greater accuracy in your input 
data. It can be installed without disrupting your present factory-to- 
office data collection procedure. We can show yeu how if you will 
send samples of your present job cards for analysis. 


xX — J j | / INDUSTRIAL DIVISION 
FITS ANY SYSTEM. . . CALCULAGRAPH Company fl og 
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OFFICE PARTITION-ETTES 


Arnot Partition-ettes by Royal origi- 
nated with the modular concept of of- 
fice design. No other line in the field 
has since concentrated or specialized 
to the same degree. The diversity, econ- 
omy, and flexibility of product resulting 
from this experience is Arnot’s alone, 
but can be yours. Partition-ettes are an 
integral part of the exciting modular 
concept of office design and only Royal 
gives you such flexibility, such com- 
pleteness, such quality! Write for all 
the other features that make Arnot 
Partition-ettes PROVEN! 


Arnot Furniture Division 
ROYAL METAL MANUFACTURING CO., 
Dept. 5-K, One Park Avenue, N.Y. 16, N.Y. 
Please send me the Partition-ette® story. 
Name 
Firm 
Address. 
City Zone___ State. 

















® 
OFFICE FURNITURE 
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recipient chooses one of the 24 gifts 


with a retail value of $10—ranging | 


from a clock to casserole, travel 
iron to table tennis set. He notes his 
choice on the postage free reply 
card and mails it. Gallery of Gifts 


| does the rest. 


If you'd like a sample Gift-Book- 


ard and complete details on this 


9 


gift plan, circle number 233 on the | 


Reader Service Card. 








ECHO THE SPIRIT 


OF CHRISTMAS 


@ IF YOU RE GOING TO GIVE GIFTS at 
Christmas, why not make a choice 
that reflects in some way the mean- 
ing, tradition or symbols of the day. 

Some firms accomplish this by 
simply selecting “Christmasy” items 
—a handsome holiday wreath for 
the door, a box of imported Christ- 


mas tree ornaments, a festive tree— | 


real or artificial—a package of gift 


wraps, ribbons and tags, a hickory | 


smoked ham. It’s wise to send such 
gifts well ahead of December 25 for 
obvious reasons. 

Standard Wire & Cable, Ltd. ac- 
cents the spirit of Christmas by 
giving customers a special record- 
ing of holiday hymns and ballads. 
President E. F. Rose, who started 
the practice in 1958, says customers 
look forward each year to receiving 
the Christmas music disc. 

The true spirit of Christmas is 


| preserved by such gifts—and good- 
| will in good measure goes to the | 


giver. 


DON'T OVERLOOK GIFT VALUE 


OF YOUR OWN PRODUCT 


@ I-F YOUR OWN PRODUCT makes a 
suitable present, why go shopping 
elsewhere? Companies that use 


their own wares as gifts say it solves | 


the perennially perplexing problem 


| of gift giving. 


Besides pleasing the recipient, 
using your own product has other 


| points to recommend the practice. 


Usually, the gift is evaluated at re- 
tail value rather than at your cost. 
It’s a practical way to “sample” your 
product or family of products. 
Further, it will not be exactly du- 


plicated by run-of-the-mill items | 


universally used as business gifts by 
many other companies. 















nationallease 


the PREFERRED 


way to lease trucks 





because it’s national 

in experience and 

service —local in costs 
and controls 








Nationalliease supplies everything 
but the driver at flexible, local-level 
costs. On-the-spot management 
provides highest efficiency; full 
service, one-invoice truckleasing— 
the LEASE-FOR-PROFIT way. 


Nationalllease service doesn’t add 


to your cost... it saves. Saves the 
capital and management time you 
now spend on trucks so you can 
put yourself—and your money— 
back into your own business. 









Lease for Profit 

Lease a new Chev- ai : 
rolet, or other fine 
truck, operate it as 
your own with 
no investment, 
no up-keep. 


{ E 


For facts about full-service, “‘Lease- 
for-Profit’ truckleasing — and the 


name of your local Nationalllease 


firm, write 


mrmmim( NATIONAL TRUCK 
Pero LEASING SYSTEM 


Serving Principal Cities of the United States, 
Canada, and Puerto Rico 


23 E. Jackson Bivd., Suite: M-11, Chicago 4, lil. 
(Circle number 145 for more information) 
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WILSON JONES [Grylin] NYLON POST BINDERS 


solve the record binding problem of thousands of companies with machine tabulating departments. 
No hidden entries, no wasted margins, because the arch is in the post, not the pages! The secret is in 
“GrayLine’s” strong, flexible posts. Just bend and plug in. A single binder holds up to 3,000 marginal- 
punched sheets...and they all lie flat when the binder is open at any position. 

No protruding posts or locking mechanism. The new flat-top locks are flush with the covers, top and 
bottom. “GrayLine” Binders stack level, slip easily in and out of crowded shelves. Ask your stationery 
dealer or tab supply source about them today, or write to Wilson Jones—inventor of the Nylon 
Post Binder. 








209 S.JEFFERSON ST., CHICAGO 6 
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by F. Newton Parks 
Booz, Allen & Hamilton International, Inc., Zurich 


Fow to understand 


If you aren't doing business with Europeans now, you doubtless will be soon. 


In the new “one world” of business, the European manager will be a formida- 


ble partner—or opponent. To deal with him, you have to understand him. 


Here are the key facts about European managers. These facts are given 


by an author who has studied businessmen in many Continental countries. 


mums As Customer, part- 
ner or competitor, the European 
businessman will probably influ- 
ence the destiny of your company 
if he isn’t doing so already. 

Europeans have a new business 
aggressiveness. For that reason 
there is much to be gained if you 
learn now to understand the Euro- 
pean manager—how he works and 
thinks. 

It is difficult to generalize on Eu- 
ropean business practices. What is 
true of one country is not neces- 
sarily true of another. 

Nevertheless, some broad man- 
agement comparisons can be made. 


Compensation practices 


= As a general rule, salaries of Eu- 
ropean management are consider- 
ably lower in dollars than in Amer- 
ica. A direct comparison is difficult 
because no legal requirements like 
the S.E.C. reports in the United 
States make such information a 
matter of public record. 
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Many fringes. Salary itself is de- 
ceptive, however, as the total in- 
come and relative living costs prob- 
ably permit the European executive 
an equivalent standard of living 
to the American. The average Eu- 
ropean manager has many fringes, 
such as living quarters, an auto- 
mobile, and even food in some in- 
stances. 

Secrecy of salary is a reflection 
of the family atmosphere that often 
dominates European companies 
and also the probable result of vary- 
ing tax structures that often encour- 
age secrecy in this area. There is 
the concept of imputed income, for 
instance. Under this principle it is 
possible for the tax authorities to 
evaluate an executive's standard of 
living on the basis of external evi- 
dence and then estimate the neces- 
sary income to maintain such a 
standard of living. This estimate 
becomes the basis for tax assess- 
ment. 

But tax structures vary greatly 


from country to country. There are 
three broad classifications of taxes. 
Some nations, as France and Italy, 
have high tax rates but relatively 
mild enforcement. Others, like Ger- 
many or Switzerland, have low of- 
ficial tax rates with strict and effec- 
tive enforcement. A third group of 
countries, such as the Netherlands_ 
or Scandinavian nations, have high’ 
rates and strict enforcement. 

Profit share. Some countries, such 
as Belgium, France and to some ex- 
tent Germany, have a_ so-called 
tantiéme. This is a bonus arrange- 
ment wherein directors and manag: 
ers share in the profits of the 
business—usually before the share- 
holder distribution—and in signifi- 
cant amounts. 

In Germany the tantiéme may 
have two components. One is fixed 
and guaranteed, and it is paid re- 
gardless of profitability; it is in ef- 
fect an addition to salary. The sec: 
ond part of the bonus is based on 
profitability and may be calculated 
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This article shows you the European manager in terms of his compensation , , , job titles 


» » - work customs «.«. attitudes «. « strengths and weaknesses. 


Author F. Newton Parks sums up the European manager 
like this: He is an extremely high order of person. Normally, 
he is very well educated, a person of broad outlook and, 
perhaps, more sophisticated (in the better sense of that 
word) than Americans. He is better informed on political 


Americans; he can conduct business in two, three or more 
languages. 

He is technically well informed and possesses much 
factual knowledge, but perhaps uses less analytical powers 
than the American manager. 


and world affairs. 


He probably has wide interests and a well developed 
culture. His language fluency is vastly superior to that of 


on the basis of the dividend level 
and thus becomes a true incentive 
bonus. Italy also has a widespread 
bonus system for executives known 
as the gratifica. 

Vacation allowance. Another Eu- 
ropean custom in the area of indi- 
rect compensation is the vacation 
allowance. Business virtually stops 
for about two weeks during the 
Christmas season. August is also a 
holiday month for the upper eche- 
lons. Moreover, Easter in the Cath- 
olic countries is usually a long week- 
end, and there are several other 
religious holidays. On the other 
hand, the European is liable to put 
in a longer work day than his 
American counterpart. The Roman 
businessman compensates for this 
by taking a three- to four-hour 
lunch. 

In terms of the amount of money 
that the executive actually retains 
after taxes, the European is much 
better off. The personal income tax 
on ordinary income seldom exceeds 
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30% even in the highest brackets. 
Moreover, in most European coun- 
tries, capital gains are either not 
taxed or are incompletely reported. 

To the extent that compensation 
is related to job security, the Euro- 
pean is better off. He is less liable 
to be dismissed for non-perform- 
ance. A place is usually found for 
the discredited or failing manager 
in most countries. In certain in- 
stances—France for example—the 
law itself makes dismissal difficult. 
In Germany a manager gets a con- 
tract normally for five years and 
even in the beginning not less than 
three years, not terminable in less 
than 12 months. 


Management titles 


a Titles and what they mean in 


European companies will vary 
country by country. 
German practice. Composition 


and title of top management groups 
in a German company depend on 
the type of company it is. Most of 


As the European manager improves his management 
organization skills and adds this facility to his other abili- 
ties, his stature as a manager will continue to increase. 


the larger German firms have a 
corporate form known as Aktienge- 
sellschaft (A.G.), which is a joint 
stock company. The Vorstand or 
top management in such a com- 
pany is a group with general man- 
agement authority. Members of the 
top management are entitled Di- 
rektor, which is akin to a vice presi- 
dential position in the U.S. Most 
bigger companies have an appoint- 
ed Vorsitzer or General-Direktor 
who is the chief executive officer. 

These directors comprise the or- 
dentiches Vorstand Mitglied (reg- 
ular member of management). In 
addition there might be the stell- 
vertretendes Vorstand Mitglied 
(vice-member of management). 
They are also called director, but 
they normally have a strictly lim- 
ited sphere of action. 

In spite of this, all members of 
management, whether regular or 
vice-members, according to the law 
bear the same responsibility for 
the entire business even if there 
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might be a general director. Very 
often in bigger companies, the dep- 
uty officials at the middle manage- 
ment level who are not members of 
the Vorstand are entitled Direktor. 
This might be done to bring them 
into prominence in comparison to 
their subordinates as well as before 
the customers. 

Italian practice. In Italy, the 
president is oftentimes not partic- 
ularly active in management and 
more closely resembles the Ameri- 
can board chairman. The Italian 
chief executive is usually called the 
Administrato Delegato (adminis- 
trative delegate of the board). 
However, at times the president 
and the administrative delegate are 
one and the same person. 

French practice. In French joint- 
stock companies, the chairman of 
the board, selected by his fellow 
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Mr. Parks joined the U.S. nation- 
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board members, legally becomes 
the president. By law, he also car- 
ries the responsibility for general 
management although he may dele- 
gate that duty to an executive vice 
president (Directeur Général). 
The title of vice president is not 
used in French management. For 
instance, the head of the sales oper- 
ation would be known as the direc- 
tor of sales, not the sales vice presi- 
dent. In fact the title of vice 
president is not used throughout 
Europe in the management sense. 
The vice president title, wherever it 
exists, is comparable to the Ameri- 
can vice chairman. 


Work customs, attitudes and 
atmosphere 

= The working relationships 
among members of management in 
European companies and the man- 
agement atmosphere are influenced 
by both the ownership characteris- 
tics of business and by the basic or- 
ganization structure that generally 
prevails. 

For the most part, working rela- 
tionships between the key manage- 
ment members is more _ limited 
than in American companies. There 
is less exchange of ideas, more de- 
partmental secrecy and a more re- 
stricted view of the total business 
problem that the enterprise faces. 

There is considerably less of the 
American concept of “teamwork in 
management” which, although un- 
der some fire in certain manage- 
ment circles in America as being 
overdone, has, nevertheless, un- 
doubtedly been responsible for 
much in the way of American man- 
agement accomplishment. 

Class consciousness. The work- 
ing relationships of executives go 
hand in glove with the manage- 
ment atmosphere that exists in the 
European company. The atmos- 
phere is also somewhat similar to 
that of the American family busi- 
ness. In other words, there is con- 
siderable respect of protocol, there 
is an observance of “one’s place” 
(no one is on a first name basis), 
there is limited delegation of pow- 
ers, a great deal of secrecy and, in 


some instances, subservience. Then, 
too, we must not forget that, in 
spite of the liberal economic and 
political movements throughout 
Europe, a class consciousness still 
remains that exerts an influence in 
business. 

These remarks are not an indict- 
ment of European practice. They 
are merely a reflection of the en- 
vironment in which management 
has grown. These generalities are 
not necessarily true of all compa- 
nies by any means, 


Management-board 
relationships 


= The membership of the man- 
agement and the board are more 
closely separated in European 
countries than in America in many 
cases. 

The German board. For instance, 
in Germany the board ordi. arily 
contains no members of manage- 
ment. There is the possibility that 
a member of the board (Aufsicht- 
strat) may be delegated into the 
Vorstand for a limited time that 
according to the law should not ex- 
ceed six months. During this time 
of delegation this Vorstands-Mit- 
glied (regular member of manage- 
ment ) bears the same responsibility 
as all the others but his privileges 
as well as his duties as a member 
of the board are temporarily held 
in abeyance. 

The board is in an overseer ca- 


pacity and serves as an audit and | 


overall control of the management. 

Another interesting aspect of the 
German board of directors is that it 
contains representatives of the 
workers who contribute to formu- 
lating company policy—especially 
in regard to labor relations. 

In general the management and 
not the board is accountable before 
the law and the shareholders 
(Hauptversammlung ) for the man- 
agement performance. The man- 
agement has to give reports regu- 
larly to the members of the board. 
This normally is done before the 
scheduled meetings of the boards, 
held with management. The board 
in the annual report of the company 
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Rafael Luengo, 59, is president of Fluorescencia y Tele- 
‘ct- vision, S.A., with headquarters in Madrid, Spain. The 
1eV company, with 245 employees, manufactures TV sets and 
an aerials, and distributes fluorescent lighting and other prod- 
ent ucts. Last year’s sales were approximately $1 million. 

ca President Luengo says his company is family controlled; 
_ he holds the majority of shares. 
pa- With him, two other executives form the key decision- 

making group. President Luengo has three people report- 
ing to him but, he says, “all have the door open to them.” 
Rafael Luengo was educated as an attorney. He speaks 
four languages: Spanish, French, English, German. He has 
sie nine children, two of whom are employed in the company, 
‘ one as an engineer, the other as a political economist. 
— President Luengo works six days a week, from 9:00 a.m. 
can until 8:00 p.m.—or later if the occasion demands. 
any He takes an hour and a half for lunch, usually spends it 
negotiating business. He does considerable business enter- 
Ace, taining. 
rily His vacation is normally the month of August when he 
ge- goes to the mountains, but he has taken no vacation for the 
hat past two years due to the pressure of work caused by the 

J rapid expansion of his business. 
cht- : : noe , : 

“il He lists his duties in the following order of importance: 
the relations with foreign companies, financial and banking re- 
that lations, contacts with the Spanish government and other 
ex- authorities, and controlling the internal operations of the 
ime company. 

Mit- What does he find the most irritating characteristic of 

age- American businessmen? It is their belief “that everything 

ikty is America—that everything must be done everywhere as 

eges it is done in America.” ; 

x iit However, he points out that European businessmen can 

held benefit greatly from the technical research that American 

Mei firms undertake. He expects that his own company will 
benefit from this American research. 

—Ca- 
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the 
‘mu- has to make note of its having reg- balance sheet at the annual meet- terest that the group they represent 
ially ularly controlled the management ing. may have invested in the firm. 

and has to express its approval The French board. In many re- These are often bankers, profes- 
and | with the report, the profit and divi- spects, French companies are or- sors, lawyers or other professional 
fore dend. ganized in a way similar to German people. Their nomination does not 
ders The president of the board leads — ones. Members of the board, who become effective until confirmed 
nan-) the annual meeting of the share- have broadly the same capacity as by a positive majority vote at the 
man- holders, but management usually in Germany, assume no direct man- next annual meeting of the share- 
egu- presents the shareholder reports. agerial responsibility. New mem- holders. As mentioned above, the 
ard, Both management and _ board bers, seldom chosen from manage- chairman of the board is the link 
» the have to be discharged by a share- ment, are nominated by the board between board members and man- 
ards, holder’s vote (“entlasted”) con- usually in consideration of the ex- agement since he is legally the 
oard » cerning the way each group con- tent of their professional or social chief executive officer of the firm. 
pany ducts its business and presents the __ relationships, or of the financial in- The Comité d’Entreprise or man- 
&THODS NOVEMBER 1960 
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Profile of A DYNAMIC SWISS 


Max Stoffel, 65, is owner (no title) of Stoffel & Co. of 
St. Gallen. The company, which makes fine cotton ‘and 
piecegoods, employs 2,200 in Switzerland, also has opera- 
tions in New York and Paris. 

He refused to reveal the sales volume of his company. 

Besides himself, four directors compose the company 
management. All four report directly to him. One of his 
sons (he has two sons, two daughters) is employed by the 
firm. 

Educated in a textile high school and a high school of 
commerce, Max Stoffel speaks German, French and Eng- 
lish. Asked how many days a week he works, he replied, 
“All days.” 

His working hours vary, however, and he often carries a 
briefcase to his home. He takes about two hours for lunch 
and they can be described as business lunches. He does a 
good deal of business entertaining. 

He describes his primary job as getting “the right man 
into the right place.” He rates as second in importance the 
need to keep his eye on the development of world eco- 
nomics and politics. His most pressing concern right now 
is the development of the European market—the European 
Free Trade Association and the Common Market. 

What about doing business with Americans? Says he: 
“I think they are very efficient and I like to collaborate 
with them. American-European trade should be promoted.” 
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“The European is liable to put in a longer work day than his 
American counterpart.” 


agement committee—whose mem- 
bers are elected by the firm’s staff, 
white collar employees and work- 
ers—designates two representatives 
who assist at the board meetings. 
These representatives, however, 
act merely as observers and, con- 


agement. The board member, then, 
is much better compensated than 
in America. If a man serves on a 
number of boards, he is undoubt- 
edly in an extremely favorable fi- 
nancial position. This is in sharp 
contrast to American practice of 


that to mention them nowadays is 
almost to belabor them. Among 
these principles are such matters as 
management delegation, authority 
and responsibility, span of control 
and accountability. 

These organization principles, of 


rn 


trary to the German practice, are board member compensation which second nature to the U.S. execu- ( 
not empowered to contribute in may typically pay between $100 to tive, are not emphasized in Com- ( 
formulating company policy in any $200 per meeting, except for the mon Market nations. For instance, t 
field. At the present time there is chairman. reporting relationships are not nec- i 

some controversy in the French ar wer essarily spelled out. Relationships, 
government on whether or not to Organization principles generally speaking, have evolved € 
increase the rather limited extent ™ One basic difference in organ- on an informal basis. Span of con- é 
of worker representation on the ization practice between Europe trol might be ridiculously broad at ] 
board. and America is the observance of the European middle management i 
In many countries in Europe, a basic organization principles. level, or extremely limited at the g 
tantiéme (profit sharing bonus ) ap- In America, these organization top management level. The lower € 

plies to the board as well as to man- principles have become so obvious continued on page 87 
N 
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iow to write better 


Why do businessmen write the way they do—with pompousness, and 


trying to be overimpressive? What kinds of trouble, waste and costs 


are brought on by this bad writing in business? Here are the 


answers on why businessmen write that way, and a few simple 


guides you can follow that will start you writing better today. 


by Albert M. Joseph 


Executive Director, The Industrial Writing Institute, Cleveland 


Ee Theres ai story, 
pretty worn by now, about the ex- 
ecutive who wrote his maintenance 
supervisor a memo instructing him 
to “eliminate all undesirable vege- 
tation surrounding the periphery of 
our facility.” The poor supervisor 
went out and pulled up four rows 
of tulips, an edging of pachysandra, 
two 150-foot geranium beds, and 
90 expensive evergreens. When the 
boss heard this he gasped, “What! 
All I wanted you to do was kill the 
weeds around the plant.” To which 
the doomed supervisor replied, “If 
you wanted me to kill the weeds, 
why didn’t you just tell me to kill 
the weeds?” 

There’s a moral here, and a seri- 
ous one, for U.S. businessmen. Why 
indeed didn’t the executive just 
say, “kill the weeds?” He was guilty 
of one of the biggest wastes in in- 
dustry today: the waste of execu- 
tive manpower through bad writ- 
ing. 

How big this waste is becomes 
easy to realize, if you stop to think 
about it. Our weed-killing exec only 
lost about $1,000 worth of landscap- 
ing. But what happens when he 
gives similar instructions—as he does 
every day—to others under him? 
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What would have been the conse- 
quences, for example, had he been 
instructing someone on a vital mis- 
sile part instead of weeds? He 
might cause a vast and expensive 
project to fail because someone 
misunderstood him and _ acted 
wrongly on an important matter. 
Indeed, in our research at The In- 
dustrial Writing Institute we have 
found many cases where this is ex- 
actly what happened. Or, if the 
writer is a sales executive, we have 
seen examples where customers 
turned down a bid because they 
couldn't understand it, or because 
it gave a poor impression. 

This waste doesn’t end, how- 
ever, just with misunderstanding 
brought on by poor writing. Valua- 
ble time is wasted too, because it 
takes an executive much longer to 
sit down and ponder how to say, 
“eliminate undesirable vegetation” 
than to say, simply and clearly, “kill 
weeds.” It takes much longer for the 
person on the other end to read it, 
too. And the worst part of the dan- 
ger is that the cause of all the trou- 
ble, poor writing, is almost impossi- 
ble to diagnose. Management teams 
and efficiency experts hunt the 
cause of mistakes and executive 


slowdowns, without realizing that 
often the whole trouble is in writ- 
ten reports. 


What's the biggest sin? 


Ironically, the most common writ- 
ing fault among businessmen is also 
the most simple to correct: over- 
impressiveness. Most executives are 
literate, intelligent experts at their 
job. They are capable of analyzing 
a situation and deciding what ac- 
tion should be taken. They think 
clearly. But the moment they sit 
down with a paper and pencil, or a 
dictating machine, they are in trou- 
ble. They are seized by a subcon- 


Anachronistic ratiocination was 
catastrophic to herbaceous integ- 
ument. 




















scious urge to show how smart they 
are. Their real purpose in writing, 
to get their ideas across to some- 
one else, is forgotten. Instead, they 
start out to prove how profound 
they are, that their vocabulary is 
larger than anyone else’s in the com- 
pany, and that it was only by sheer 
oversight that their writing talents 
have gone unheralded. They be- 
come pompous, pedantic, overim- 
pressive. They begin to think in 
terms of “eliminating undesirable 
vegetation” instead of “killing 
weeds,” “extinguishing conflagra- 
tions” instead of “putting out fires.” 

How wrong can you get? A man 
or woman who thinks like this is not 
writing to pass on information but 
to show off. He or she thinks that 
the more big words and long sen- 
tences, the smarter the writer. Noth- 
ing could be further from the 
truth. 

Actually, professional writers 
know that the opposite is true. They 
know that good writing depends on 
what one says, not how he says it. 
They know that the simplest way 
of saying something is usually the 
best way, and that no amount of 
flowery words can make their writ- 
ing good unless they have some- 
thing worthwhile to say. They know, 
furthermore, that readers are not 
going to read their writing unless it 
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is simple, direct, and to the point. 

Here’s why. Readers are busy. 
Like you, they have more to do 
during business hours than they 
have time for. They demand their 
information in the easiest way they 
can get it. If you throw roadblocks 
in their way by cluttering your 
writing with unnecessary big words 
and complicated phrases, they may 
choose simply not to read it at all. 
Or, they may think to themselves, 
“This is complicated. I'll put it aside 
and read it when I can give it more 
time.” But chances are that time will 
never come. 

The ‘dignity’ argument 

“Sure,” many executives agree, 
“simple writing is fine, but it won't 
work in my company. As a mem- 
ber of management, I have to sound 
dignified at all times. And simple 
writing lacks dignity.” 

We have had that argument 
thrown at us hundreds of times at 
IWI. Executives claim they don't 
sound like experts if they keep their 
writing simple. That’s a weak argu- 
ment, based on_ rationalization. 
These men know better, if they stop 
to think about it. They know that 
dignity, like other aspects of good 
writing, comes from what they say, 
not how they say it. They know 
that dignified subjects will stay dig- 
nified regardless of how simply 
they're expressed, and that no 
amount of fancy words can add 
dignity to an undignified subject. 

To satisfy yourself on this point, 
you only have to recall some of the 
speakers you have heard at busi- 
ness meetings, banquets, and con- 
ventions. Ask yourself, “Which 
speakers do I remember? Which 
ones were interesting, and which 
were boring?” Chances are you'll 
agree that the ones you found in- 
teresting were the ones who spoke 
in natural, simple, relaxed language. 
Perhaps they even stood before their 
audience with their hands in their 
pockets. Undignified? Not if their 
subject had dignity. And most ex- 
perts agree today that the same ele- 
ments go into good writing as good 





speaking. The big difference is that 
the speaker has a captive audience; 
his listeners can’t get up and walk 
away. But a writer must battle in 
every sentence to keep his reader 
from putting down what he’s read- 
ing and going to something else. 


Six principles of clear writing 

We have established, then, that 
good writing should be clear and 
simple. Keep the reader in mind. 
And remember, writing that is easy 
to read is easy to write too. Here 
are six principles of clear writing. 
They are not rules, but principles. 
When followed, they will help you 
more often than not. By using them, 
you will find that your writing is 
not only easier to read, but easier 
to write too. 
1. Prefer short, familiar words 

The easier your writing is to read, 
the more successful it is. And the 
best way to make reading easy is to 
use common words wherever possi- 
ble. There are about a half million 
words in the English language. The 
average college graduate knows 
and uses about 15,000 of them. 
About 2,000 make up most of our 
conversation. But 10 simple one-sy]- 
lable words (the, of, and, to, a, in, 
that, it, I, is) make up about a 
fourth of everything that has ever 
been written in English. 

Don’t be afraid or ashamed to 
write with easy words. Remember, 


“Annihilate the current incendi- 
ary intrinsicality of the industrial 
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chances are the ideas you're going 
to write about are quite complex. 
It may take all of your reader's con- 
centration to grasp those ideas. 
Don’t force him to expend some of 
that concentration on your words. 

And remember too, vocabulary is 
a tool, a means to an end. It is not 
an end in itself. While a large vo- 
cabulary is one of your greatest as- 
sets, it should be used graciously. 
Don’t show off with it. Don't use a 
large word when a small one will 
do. 


2. Keep most sentences short and 
simple. 

It used to be a rule among news- 
papermen that no sentence should 
be over 20 words long. Today this 
rule has been relaxed, but it’s still a 
good one to follow. Long sentences 
themselves are not necessarily 
bad if they can stay clear and easy 
to understand, but usually the un- 
skilled writer who tries long sen- 
tences gets confused, and by the 
time he gets to the end of the sen- 
tence he has worked himself and 
his reader into serious trouble that 
would have been easy to avoid with 
several short sentences instead of 
one long one. (The sentence you 
just finished contains 65 words, yet 
it should have been easy for you to 
read. ) 

Study this sentence as an exam- 
ple of what can happen when a 
writer tries to get too fancy with a 
sentence: “Created by Charles 
Deaver, who also collaborated on 
the earlier Model B, Deaver man- 
aged to show his genius for fool- 
proof design in this one too.” 

This sentence is only 25 words 
long. Yet the writer has gotten him- 
self and his readers thoroughly con- 
fused. If you trace the grammer, 
following the subject from begin- 
ning to end, you see that Deaver is 
created by Charles Deaver. Reason? 
The writer was trving to get cute, 
but he didn’t know how. What he 
was trying to say would have been 
better in three short sentences, like 
this: “The machine was created by 
Charles Deaver. Deaver also col- 
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laborated on the earlier Model B. 
He managed to show his genius for 
foolproof design in this one too.” 

Don't worry about short sentences 
sounding choppy. This is a com- 
mon objection among unseasoned 
writers. But writers are much more 
aware of this than readers are. Fur- 
thermore, short sentences can be 
just as smooth and fluent as long 
ones. If you don't think so, take a 
look at Hemingway. 

3. Prefer active verbs; avoid 
passives 

The active voice is dynamic, col- 
orful, exciting. The passive voice is 
dull, weak, uninspiring. Active 
verbs do something. (The marines 
hoisted the flag on Iwo Jima.) 
Passive verbs, easy to spot by a 
form of the verb “to be” at the be- 
ginning, report on what was done. 
(The flag was -oisted on Iwo Jima 
by the marines. ) 

Business writing is full of deadly 
passives. We say, “An improvement 
in service has been effected” in- 
stead of “We improved service.” 
“Improved performance was _ no- 
ticed by those present” instead of 
“We noticed an improvement.” 
“The switch is pressed by the oper- 
ator’ instead of “The operator 
presses the switch.” 

Once you have mastered simple 
words and short sentences, nothing 
will add more sparkle to your writ- 
ing than healthy doses of active 
verbs. 

4, Use a conversational style. 

Almost, anyway. Most of us are 
pretty good talkers. We're better at 
talking than writing because we 
have had much more practice at it. 
Of course, most people who can't 
speak coherently can’t write coher- 
ently either. This principle won't do 
much good for them. 

When youre struggling over a 
tough passage—one that seems to 
defy writing—ask yourself, “How 
would I say this to my wife at din- 
ner, or to the reader if he and I 
were sitting in the lunchroom dis- 
cussing this over a cup of coffee?” 
You'll be amazed how much easier 





the words will unfold before you. 
Of course there are bound to be 
some important differences between 
the language style you use for talk- 
ing and that for writing. Let com- 
mon sense be your guide. And, of 
course, there are some people who 
have just as much trouble speaking 
as writing. They are dull at both. 
For them we recommend applying 
Principles One, Two and Three to 
their speech as well as to their writ- 
ing. 

5. Get people into your sentences. 

This is another rule that filtered 
down from the newspapers. Many a 
managing editor's desk in the days 
of green eyeshades was adorned 
with a sign reminding cub report- 
ers: Talk about people, people, peo- 
ple! 

There are two important reasons 
why your writing should bristle 
with people: passive verbs will dis- 
appear automatically, and your 
writing will become more accurate. 

It’s almost impossible to write in 
the passive voice if people are the 
subjects of your sentences. Thus, a 
typical dull sentence like, “It was 
realized that drastic changes would 
have to be made’ is less likely to 
show up in your writing. Instead 

continued on page 82 


“Succorance! Succorance!” 
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Part 





of a five-part series 


Fow to double or triple 


Break comfortable old habits of reading and you'll save half your reading time. 


A five-part series of short lessons has been prepared to show you how to do it. 


The lessons, prepared by The Reading Laboratory, Inc., will appear monthly. 


They will show you how to improve your phrase reading, columnar reading, 


prereading, and other reading methods. You will find that as your speed goes 


up, your comprehension goes up too. 


mms There's no talent 
needed to read faster. Anyone can 
do it. The trouble is that most peo- 
ple have been poorly trained to 
read. They read poorly throughout 
their lives, wasting thousands and 
thousands of hours. They plug 
along like beginners simply be 
cause they have never learned how 
to improve. 

For example, the average busi- 
nessman reads about 250 to 350 
words a minute. This is far short 
of a person’s potential. The average 





A 64-page do-it-yourself 
book, which tells you the how, 
what and why of reading im- 
provement with self gauge to 
determine your reading rate, 
is available for $2 from De- 
velopmental Research Institute 
(an affiliate of The Reading 
Laboratory, Inc.), Room 48, 
500 Fifth Ave., New York 36, 
N.Y. 
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executive can easily improve his 
reading speed 100%, 150% or more. 
When these figures are converted 
into the time saved for the more 
creative aspects of your work, the 
value of the gain is evident. 

There are several things you can 
do to get the most information in 
the shortest possible time from 
your reading. This series of articles 
will show you the techniques used 
by skilled readers and how to ap- 
ply them yourself. A few minutes 
daily practice will help you de- 
velop new reading habits that not 
only benefit your work, but bring 
a new perspective in your attitude 
toward all reading. 

To find out how your reading 
speed compares with that of the 
average reader, turn to the article 
“How to write better,” on page 43. 
Read the article and use a clock or 
watch with a second hand to de- 
termine the reading time. Divide 
the total number of minutes into 
3,000 to discover your word per 
minute reading rate. 

Do not be surprised if your read- 
ing rate is well below 250 words 
per minute. Every person varies 
but even the slowest reader is ca- 
pable of the same increases as the 


person who reads at an above av- 
erage rate now. 

The last article in this series will 
offer another reading exercise, to 
check your success with the new 
reading techniques. Make a note 
now of your present reading speed 
and then compare this with your 
reading speed when you have com- 
pleted the five “lessons.” 


How do you read? 


When you first learned to read, 
you were probably taught in the 
following manner. Your class was 
divided into three or four reading 
groups, and once or twice a day 
you and your small colleagues sat 
in a circle in front of the room and 
took turns reading a_ selection 
aloud to the teacher. Therefore 
you first learned to read words by 
seeing them, saying them and then 
hearing them. 

Unfortunately this training was 
not carried any further and most 
people today still have to say and 
hear the words. As a result of this 
early training there are three types 
of readers: 
= The motor reader who forms 
the words with his lips as he reads. 
® The auditory reader who hears 
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your reading speed 


by The Reading Laboratory, Inc. 


in his “mind’s ear” the words as he 
reads. 

= The sight reader who immedi- 
ately gathers information from the 
printed page without aid of the 
auditory or vocal senses. 

The last of these three, of course, 
is the skilled reader. Unhampered 
by having to say or hear the words, 
he is capable of reading several 
words at one time. This brings us to 
the most important technique used 
by skilled readers—phrase reading. 
If you learn this technique alone, it 
will save countless hours of wasted 
reading energy. 

When you read a line of print, 
you may think your eyes sweep 
smoothly across the page. But your 
eyes do not pick up words while 
in motion like, for example, a 
movie camera. Rather, they have 
to get a series of “stills,” starting and 
stopping across the line. 

The eye pattern of the average 
reader might look like this: 
1 2 3 4 


Contrary to common belief 
5 6 7 
comprehension increases’ with 
8 
speed. 
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The skilled reader, however, 
makes only a few of these stops, and 
he makes them smoothly, as indi- 
cated by the numbers in the follow- 
ing lines: 


1 
Reading word by word 
2 3 
isacondition that can cause 
4 5 


a slow reading rate even though 


6 7 


comprehension ability — is good. 


It is not at all difficult to learn to 
read phrases instead of individual 
words. But in order to acquire the 
phrase reading habit, you must de- 
velop an awareness of phrases as 
thought units. 

The phrase circling method is 
the first step toward this aware- 
ness. Take a heavy pencil and 
draw a circle around each phrase in 
the next article you read. These 
need not be grammatical phrases, 
but simply groups of words contain- 
ing meaning in themselves as a 
unit, answering, for example, 
“who,” “what,” “why,” “when,” 
“where,” ete. 


After you have circled a few 
phrases, mark a small dot or “x” 
slightly above, and in the center of 
each phrase. You should be able to 
see the whole phrase when you 
focus on this point. For example, 


“< >? ”> 


focus your eye on these “x’s. 


x x 
If youread word by word 


x x 
you spend ___ needless time at it. 


Ten minutes of practice for a 
few days will soon have you auto- 
matically seeing phrase groups in- 
stead of individualized words. 

Comprehension will increase, be- 
cause if you read slowly, your mind 
is free to wander. By reading faster, 
in phrase or thought units, your 
mind is absorbed, and you are read- 
ing the way you think—in concepts. 

The next article in this series will 
delve more thoroughly into phrase 
reading, and show you other aids 
to acquiring this skill. 

Remember, you are trying to 
change reading habits that have 
been solidified by years of reading. 
It can’t be done over night, but with 
a little practice, your reading effi- 
ciency will increase beyond any- 
thing you thought possible. & 
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“Why do managers Ive 
stolen fail?” 


‘ “Why don't people 
follow my charts?” 


“Are my employee benefits 
too liberal?” 


“Who gets promoted 
when?” 


“Why don’t my sales pep 
talks, contests and bonuses work?” 


“How can I judge its 


worth?” 


“Why wont my senior men help their 
juniors?” 


by Dr. Robert N. McMurry 
President, The McMurry Co., Chicago 





People create problems. In this 
article, Dr. Robert N. McMurry 
gives solutions to some of these 
problems in concise answers that 
cut right to the heart. Dr. McMur- 
ry, a leading management consult- 
ant and psychologist, has had 25 
years’ experience in helping firms 
solve their “people problems.” 

These questions and answers 
come from Dr. McMurry’s new 
book, McMurry’s Management 
Clinic (see box. page 51). 


WHY DO MANAGERS 
I'VE STOLEN FAIL? 


QuEsTION: I am in the food-process- 
ing business. My principal com- 
petitor has an almost similar line of 
products and sells them in the same 
way to the same customers. Last 
year I stole the competitor's sales 
manager. He had been a terrific 
producer for them but for me, he’s 
a dog. What went wrong? 

ANSWER: You made one of two mis- 
takes in your piracy. Either the 
sales manager was just a “front 
man” on his previous job (in which 
case your competitor must be split- 
ting his sides laughing at you), or 
you have made yourself guilty of 
the doubly dastardly deal of pirat- 
ing someone you could not use. 
We'll give you credit for the latter, 
which is at least a mistake in which 
you have plenty of company. 

You have mentioned a number of 
ways in which your organization is 
like your competitor’s. There are 
many other ways in which they are 
probably different—perhaps so dif- 
ferent that the same man could not 
possibly be successful as sales man- 
ager for both companies. For exam- 
ple: 

1, Expectations. You and your com- 
petitor may view the sales man- 
ager’s job quite differently. Perhaps 
you expect your sales manager to 
be a strong, self-assertive man who 
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can run his own show, while your 
competitor expects his man to do 
pretty much as he is told. Perhaps 
you expect your sales manager to be 
able to sell the big accounts per- 
sonally, while he expects him to do 
virtually no personal selling. These 
are typical ways in which your ex- 
pectations for your sales manager 
may differ radically from your com- 
petitor’s. 
2. Compensation. Because you say 
you “stole” him, we presume you 
are paying dearly for this man, but 
does your method of compensation 
encourage him to do his best? Per- 
haps on the former job he was on, 
he had as a carrot an override 
arrangement, and you are giving 
him the security of a straight sal- 
ary. Or vice versa. 
3. Company Prestige. Perhaps your 
competitor is an old, established 
firm which can coast on its reputa- 
tion and needs only a little “sell” to 
enjoy good success, while yours is a 
young, upstart firm which still must 
fight hard for every single sale. 
In vitally important ways of this 
kind your organization may be as 
different from your competitor's as 
day is from night. You need a sales 
manager who will fit your needs, 
rather than your competitor's. 


WHY DON’T PEOPLE 
FOLLOW MY CHARTS? 


QUESTION: Although we have a very 
clear organization chart which 
shows exactly what the chain of 
command is, no one seems to fol- 
low it. People are constantly short- 
circuiting each other, both up and 
down, and we have constant squab- 
bling due to conflicting orders. 
How can I get people to follow the 
chart? 
ANSWER: You have the chart before 
the horse. The basic problem is not 
to get the people to follow the chart, 
but to get the chart to follow the 
people. 

Even if your organization chart 
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was originally drawn up by an “ex- 
pert” in full conformity with “ac- 
cepted principles of business organ- 
ization,” it is not sacrosanct. If it 
does not reflect reasonably well the 
way in which your company actu- 
ally operates, it is useless to you ex- 
cept as a pretty wall decoration in 
the conference room. 

The thing for you to do is to start 
all over again and make a realistic 
chart which shows how things ac- 
tually get done in the company. 
Who really reports to whom, regard- 
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less of titles? Who runs the show, 
regardless of whether or not he is 
president? Who is most influential 
with the man who runs the show? 
Who works closely with whom, and 
who has rivalry with whom? When 
you start thinking about your or- 
ganization in these terms you'll 
quickly see how ridiculous your 
formal organization chart really is. 

As you go on down in the organ- 
ization you probably will not be per- 
sonally aware of all the existing 
relationships. You can be sure, 
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This chart describes the informal organization of one particular company. 
The chief executive is not the president but the secretary-treasurer. He holds the 
key position because of large stockholdings in his family. The company is essen- 
tially divided into two rival camps, one controlled by the president and one by 
the sales vice president. The other vice presidents vary considerably in importance 
—for example, the purchasing vice president actually reports to the production 
manager and has little voice in running the company. It is interesting to note that 
the director of industrial relations and the corporation counsel are “isolates” who 
belong to neither camp. This is not too surprising for the corporation counsel but 
for the industrial relations director it is. It suggests that this man is quite ineffective 
and may soon be on his way out. Many other interesting “facts of life’ about this 
company can be discovered by noticing the limits of each man’s influence and by 
comparing the various positions which are placed in the same ring (i.e., are con- 
sidered to have the same degree of closeness to the chief executive). 
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though, that they are common 
knowledge to many others in the 
company, so it isn’t difficult for a 
skilled staff interviewer (or an au- 
thorized person from outside the 
company) to learn of them. 

In charting this information, 
many companies have found it use- 
ful to draw a circular or beehive 
chart which shows the chief execu- 
tive in the center and the other peo- 
ple at varying distances away from 
him. (See chart, page 49.) 

This type of circular chart has 
several advantages. First, it can 
show all the different levels that 
actually exist in the company. Sec- 
ond, all the people who are within 
a particular executive’s “area of in- 
fluence” can be shown clustered to- 
gether. Third, executives who are 
in “opposite camps” may literally 
be shown in opposite areas of the 
circle. This type of organization 
chart is a much more flexible tool 
than yours and therefore it can de- 
pict currently existing relationships 
much more clearly. 

In the illustration shown, for ex- 
ample, the finance vice-president is 
not under the authority of the pres- 
ident (although the formal organ- 
ization chart might show him 
there); instead he would be in the 
sales vice president’s camp. 

You may or may not be pleased 
by what you learn about your own 
organization when you see it chart- 
ed in black and white. Instead of 
useless harping on following the 
formal organization chart, however, 
you will then be in a position to 
make informed decisions as to what 
needs to be done in order to achieve 
a better-balanced, more integrated 
and more competent management 
grouping. 
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BEGINNING NEXT MONTH 


Next month, Dr. McMurry will begin a feature column in Management Methods. - 

In a new column called “Manager asks expert,” Dr. McMurry will offer ‘solu- 
tions to problems concerning people in business. 

Readers who have specific questions about “people problems” in their ¢ com- — 
panies are invited to send the questions in to Dr. Robert N. McMurry, e/o 
Management Methods, 22 W. Putnam Ave., Greenwich, Conn. 


ARE MY EMPLOYEE 
BENEFITS TOO LIBERAL? 


QuEsTION: My industrial relations 
director keeps urging me to ex- 
pand our program of employee ben- 
efits and services. He tells me it will 
build employee good will and loy- 
alty, but I can’t see it. We have 
about an average program for our 
industry now, but he says we should 
have the leading program. We are 
not unionized and have very good 
wage rates. What do you think? 


ANSWER: Your industrial-relations 
director ought to know that huge 
“give-away programs are going out 
of style, even on TV. He is trying 
to buy employees’ loyalty—and it 
can’t be done. 

Employee benefit programs are 
strange animals. There are certain 
benefits, such as group insurance, 
which employees need and want. 
There are other benefits, such as 
liberal vacation allowances, which 
may be necessary to compete in 
your labor market because other 
firms offer them. Beyond these two 
types of benefits—which you must 
offer—there are many others which 
are very expensive and almost to- 
tally useless. They make no real 
contribution either in themselves 
or even as selling points in recruit- 
ing the right type of well-qualified 
applicants. 

For example, you may or may 
not decide on air conditioning, and 
many reasons can influence your 
choice. However, emphasis on air 
conditioning in recruiting ads often 
attracts people who are intensely 
interested in their own physical 
comfort—and who find hard work 
just as unpleasant to them as un- 
cooled air. 


We're not discussing here wheth- 
er air conditioning actually im- 
proves productivity on the job. 
Were simply saying that it is not 
useful in recruiting good people, 
and of very doubtful use in holding 
them in the job. 

Similarly, of what interest is a 
pension plan to the average “soda- 
fountain clerk” type of worker? He 
doesn't expect to stay on the job 
very long, the turnover statistics 
prove he means it, and “pie in the 
sky” at sixty-five isn’t going to make 
him change his mind. 

Profit-sharing is another em- 
ployee benefit which has its ardent 
boosters. Actually, except for the 
upper echelons of management, 
profit-sharing has little incentive 
value—either to work harder or to 
stay on the job longer. It takes a 
big stretch of an hourly employee’s 
imagination to see much connec- 
tion between pennies saved by do- 
ing his job more quickly and care- 
fully and the astronomical (to him ) 
figures which measure the profits 
of the company as a whole. Even 
more important is the fact that 
earnings received from profit-shar- 
ing come to be regarded, and spent, 
as regular earnings. Comes an un- 
profitable year and everyone feels 
he has been handed a cut. This 
negative incentive may far out- 
weigh the possible advantages in 
morale that profit-sharing in a gvod 
year can conceivably bring. 

In other words, this is certainly 
no field in which to strive to win 
the prize for being the most liberal 
company. Once you install a bene- 
fit that proves to be useless, you 
can't get rid of it easily. The thing 
appreciated—for long, at least. Nor 
to remember is that gifts are rarely 
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can you buy good will; it must be 
earned. 

If your industrial-relations direc- 
tor wants to be a philanthropist, let 
him run a philanthropy of his own 
—and with his own money. Youre 
running a business. 


WHO GETS PROMOTED 
WHEN? 


QUESTION: Can you recommend a 
simple, yet effective, procedure for 
selecting the best men for promo- 
tion? We thought a battery of tests 
might be the answer, since then we 
would have definite scores to go on. 
ANSWER: Sorry to disappoint you 
but there is no automatic way, such 
as a battery of tests, to pick the 
right men for promotion. Until 
Rube Goldberg invents such an au- 
tomatic machine, effective ways of 
selecting promotable men will re- 
quire you to make judgments. 

There are two basic questions to 
be answered in picking a man for 
promotion: 


1. What does the higher-level 
job require of him? 

2. How well does he meet these 
requirements? 


While these questions seem obvi- 
ous and sensible, many companies 
do not bother to answer them. Too 
often promotions are made on the 
basis of how well the man is doing 
his present job rather than in terms 
of his qualifications for a different, 
and often more demanding, posi- 
tion. It has been proved time after 
time that the wizard mechanic will 
not necessarily make the best fore- 
man and the top salesman may be a 
complete flop as a sales manager. 
This is because technical compe- 
tence and ability to supervise re- 
quire widely differing qualifica- 
tions. 

To match a present employee 
against the requirements of a 
higher-level job, you should: 


1. Consider the new job in critical 
detail. How does it differ from the 
man’s present assignment? What 
experience, skills and training does 
it really require? What problem- 
solving ability? What physical qual- 
ifications? These are the most ob- 
vious ways in which jobs differ but 


NOVEMBER 1960 


there are other more subtle differ- 
ences which although equally im- 
portant are frequently overlooked. 
What types of contacts are there 
with other people and who are these 
people? To what extent has the job 
been reduced to routine (or “struc- 
tured”) as opposed to requiring true 
risk taking decision-making? How 
much stress or pressure is involved? 
What type of supervision is provid- 
ed and how close is it? What chal- 
lenge does the job provide? What 
inherent satisfaction does it offer? 

It is only when you have an- 
swered questions such as_ these 
about the job that you can possibly 
pick the best man—because the an- 
swers will tell you what the best 
man will be like. Now that you 
know what the job involves, you 
can proceed to look into the candi- 
dates for promotion to it. 


2. Consider each man in equally 
critical detail. Start by reviewing 
all your records on each man. Pick 
out those who have the requisite 
skills, training and experience (the 
“can-do” qualifications) and then 
consider how each of them will fit 
the higher-level job in terms of his 
personal characteristics (the “will- 
do” qualifications, i.e., his industry, 
loyalty, self-reliance, perseverance, 
inherent leadership, etc.). Get as 
much factual information as possi- 
ble about what each man actually 
has done throughout his life—from 


your records, from talking to his 
supervisor, from interviewing the 
man himself. Look to see if he has 
consistently shown each and every 
one of the various personal charac- 
teristics required by the job. If he 
has, then he’s your man. If he ob- 
viously has not, then he’s out of the 
running. 

If you have no one who really 
fills the bill, then don’t promote 
anyone. Go outside for a replace- 
ment. It’s the best idea to promote 
from within if you can, but many 
an organization has doomed itself to 
mediocrity by insisting on such a 
policy even when none of the home- 
grown product was suited for ad- 
vancement. 


WHY DON’T MY SALES 
PEP TALKS, CONTESTS 
AND BONUSES WORK? 


QUESTION: Can you recommend a 
good course for my men to take on 
salesmanship? Most of them aren't 
really earning their keep. I've tried 
pep talks, contests, bonuses, and 
what have you. They complain that 
our prices are too high and that we 
are not competitive in our markets. 
They say that they cannot get new 
business, yet I can go out and bring 
it in easily. Why can’t they? 
ANSWER: If you want to have the 
best sales course in the country for 
continued on page 70 





About this article 


The questions and answers in 
this article were excerpted from a 
new book, McMurry’s Management 
Clinic: Solutions to 89 Management 
Problems about People, by Dr. Rob- 
ert N. McMurry, in collaboration 
with Ruth G. Shaeffer and Lawrence 
E. de Neufville. 

This book is packed with prac- 
tical, workable solutions to a variety 
of tricky ‘people problems.” It cov- 
ers such areas as organization, long 
range goal planning, the scope of 
executive action, selection and 
training, executive compensation 
and performance evaluation. Be- 
cause of its easy, readable style, 
the book could be called “light 


reading for serious people.” But be- 
cause of the real meat in each of 
the solutions, it is also serious read- 
ing for serious managers. 

The questions in the book are 
real. They are genuine problems 
company presidents have posed to 
Dr. McMurry over the years. The an- 
swers come directly from Dr. Mc- 
Murry’s 25 years of experience in 
solving problems about people. 

McMurry’s Management Clinic 
was published by Simon and 
Schuster, Inc., New York. It is copy- 
righted 1960 by Dr. Robert N. Mc- 
Murry, Ruth G. Shaeffer and Law- 
rence E. de Neufville. The book sells 
for $4.95. 
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Part two of a special two-part research analysis 


This article is the second half of a major research study. Last month’s 
article disclosed a closeup view of the relatively few key men who make 
most of the buying decisions in business. Now here are the facts about 
the relatively few firms that buy most of what is sold to business. 


Three kinds of companies compose this country’s business market: 


countless in number but small in size and costly to sell. They buy only a small 
fraction of what is sold to business. 


a handful of companies that stand out because they are huge. They form a ma- 
jor portion of the worthwhile segment of the business market, but not the biggest portion. 
They are not the easiest to sell. 


so called because they are middle sized, yet in themselves 
compose a multibillion dollar segment of the market. There are relatively few of these 
companies but they are scattered throughout the country. They buy more than the midg- 
ets, and more than the giants. They are relatively easy to sell to if you know how. Yet this 
“market of the middle billions” is commonly overlooked. 


Presented in this article for the first time are newly uncovered facts about the “market of 


the middle billions.” This research analysis tells you how to identify firms in this market, 
and how to sell to these firms. 


by the Management Methods Research Staff 
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Business firms in 
America compose a gigantic market 
for all kinds of products and serv- 
ices. The business market is a mul- 
tibillion dollar market. 

Does this mean it is a profitable 
market? Well, yes and no. 

NO! 

It is an unprofitable market if 
you look at the market as a whole. 

Here’s why: There are well over 
four million business establishments 
in this country. Most of them are 
small, some are large, a few are 
huge. These companies buy more 
or less in relation to their size; the 
small ones buy a little, the large 
ones buy a lot. 

The trouble is that it costs a great 
deal to sell to business firms—all 
business firms, even the small ones. 
The business market is unlike the 
consumer market in that virtually 
every sale made to business comes 
about as a result of a face-to-face 
encounter between a salesman and 
buyer. In terms of time, travel and 
other costs, this kind of selling is 
expensive—too expensive in most 
cases to justify selling to all those 
millions of small companies. The 
small fry, or midget firms, just don’t 
buy enough, generally speaking, to 
justify the sales cost. 

YES! 

But the business market is profit- 
able—highly profitable—if you sep- 
arate the wheat from the chaff. 

Here’s why: A small fraction of 
the nation’s business firms buys the 
major portion of all goods and serv- 
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A look at manufacturers 


FIGURE 1. These figures show that in the field of manufacturing a relatively few 
firms—those with 100 or more employees—do most of the business (and most of 
the buying). For virtually every yardstick that can be used, the picture remains 
just about the same. And the same picture holds true for non-manufacturing 
industries. 











































MIDGETS ¥ 90.7% 
MIDDLE 
BILLIONS 8.6% 
GIANTS 0.7% 
Total number of manufacturing establishments: 286,817 
MIDGETS q | 19.3% 
MIDDLE ‘ 
BILLIONS wed 
GIANTS 40.2% 
Total capital expenditures by plants in operation: $7.8 billion 
MIDGETS | | 22.2% 
MIDDLE 
BILLIONS 40.4% 
GIANTS 37.4% 
Total payroll: $63 billion 
MIDGETS | | 25.8% 
MIDDLE nae 
BILLIONS 
GIANTS 32.6% 
Total employment: 15.6 million 
mipcets | } 21.6% 
MIDDLE 41.4% 
BILLIONS 


Total value added by manufacturing: $117 billion 
Midget Firms—those with fewer than 100 employees; Middle Billions Firms—those with between 
100 and 1,000 employees; Giant Firms—those with more than 1,000 employees 


Source: U. S. Bureau of the Census “Census of Manufacturers: 1954.” Chart includes all standard 
industrial classifications 20 through 30. 
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IS THE BUSINESS MARKET PROFITABLE? 





ices sold to business. If you concen- 
trate sales effort on these few firms, 
your sales volume will go up, your 
sales costs will go down. 

What method can be used to sep- 
arate the wheat from the chaff? 

Experience shows that the simple 
factor of company size does the 
job. The best way to measure com- 
pany size, in this case, is by num- 
ber of employees. 


The worthwhile market 
Consider this fact: 


There are only about 51,000 busi- 
ness establishments in this country 
with 100 or more employees. 

These 51,000 establishments rep- 
resent only about 1% of the total of 
4.3 million firms in the country. 

Yet these 51,000 are responsible 
for more than three-fourths of the 
nation’s total business volume. 

Obviously these 51,000 compa- 
nies are the best customers in the 
business market. 

It can be said, then, that you can 
identify your best business custom- 
ers largely on the basis of their 
size. 

The rule of thumb is that if a 
company has 100 or more employ- 
ees, it is within the worthwhile—or 
profitable—segment of the business 
market. 


The middle billions 

Don’t stop there in your analysis 
of the business market. The big- 
gest, most significant, most profit- 
able step comes next. 

This step is to divide the worth- 
while segment of the business mar- 
ket into two parts. 


o4. 


It is an unprofitable market if you 
look at the market as a whole. 


Just as the worthwhile market 
was separated from the overall 
market on the basis of company 
size, the worthwhile market itself 
can be divided by company size. 

Consider this: 

Of the 51,000 business establish- 
ments with 100 or more employees, 
about 48,000 have between 100 and 
1,000 employees, and the remain- 
ing 3,000 have more than 1,000 em- 
ployees. 

The giant firms—those with over 
1,000 employees—are well known. 
They stand out because of their 
size. 

The 48,000 remaining establish- 
ments in the worthwhile business 
market—those with 100 to 1,000 em- 
ployees—are less well known. Not 
only are they smaller than the 
giants, but characteristically they 
are younger and spend far less on 
advertising than the giants. 

Because the giants are big and 
well known, it is easy to assume 
that they represent the lion’s share 
of the worthwhile business market. 
After all, isn’t it safe to assume that 
the GE’s, the GM’s and the Du 
Pont’s spend more money and buy 
more things than companies in 
smaller size categories? 

The assumption is wrong. 

This is the key fact to remember: 

By virtually every yardstick, the 
companies in the 100 to 1,000 em- 
ployee size category represent a 
market that is bigger, not only than 
all of the midget firms put together, 
but also bigger than all of the giant 
corporations put together. 

Companies in the 100 to 1,000 
employee size category are de- 
scribed as the “market in the mid- 


dle billions” because they alone 
represent a multibillion dollar busi- 
ness market. 

These 48,000 companies hold the 
single greatest undeveloped profit 
potential in the business market. 
Yet as a market, these prime buyers 
are frequently overlooked in the 
sales strategy of sellers to business. 


A look at manufacturers 


To come in even closer on this 
picture, let’s take a look at just the 
field of manufacturing. An analysis 
of government figures will show 
the sharp distinction between the 
unprofitable segment of the busi- 
ness market and the profitable, or 
worthwhile, segment. It will also 
show the dominant buying power 
of “middle billions” firms within the 
worthwhile market. 

Latest government statistics 
show a total of 286,817 manufac- 
turing establishments in this coun- 
try. 

Of these, 260,233, or 90.7%, have 
fewer than 100 employees; 24,576, 
or 8.6%, are in the “middle billions” 
category with 100 to 1,000 employ- 
ees; and 2,008, or 0.7%, are giants 
with more than 1,000 employees. 

As illustrated in Figure 1 on page 
53, the small manufacturers, al- 
though dominant in number, ac- 
count for only about 20% to 26% of 
capital expenditures, value added 
by manufacturing, total payroll, to- 
tal employment. The figures are 
about the same in other areas of 
measurement. 

Figure 1 shows clearly that the rel- 
atively few firms with 100 or more 
employees make most of the capi- 
tal expenditures and do most of the 
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IS THE BUSINESS MARKET PROFITABLE? | 


But the business market is profitable— 
highly profitable—if you separate the 


business. These firms obviously 
represent prime customers if you 
sell a product used by business. 

But within the worthwhile seg- 
ment of the market, look at the 
relationship between “middle bil- 
lions” firms and giants. 

By every measurement shown in 
Figure 1, the giant manufacturers 
compose a big market—but the 
“middle billions” firms compose a 
segment of the market that is just 
as big—in fact, bigger. 

The facts show that what is true 
in the field of manufacturing is also 
true in other fields of business and 
industry. The figures follow a gen- 
eral pattern. 


Accumulated facts 


For some time, the MANAGEMENT 
MeEtHops research staff has been 
studying the business market, with 
special attention to the worthwhile 
segment of the market and the 
“market of the middle billions.” A 
great wealth of information has 
been accumulated (see “How to 
sell more to the business market,” 
MM, Aug., ’59). 

In a nutshell, the research shows 
that the “market of the middle bil- 
lions” is economic to sell to be- 
cause: 
® It consists of companies small 
enough in number to be economi- 
cally reached. 
® Yet it consists of companies big 
enough in buying power to be 
worth reaching. 
® And, because it consists of com- 
panies in every type of business 
and industry, it forms a measurable 
market for every kind of business 
product and service. 
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wheat from the chaff. 


Growth. There’s another key fact 
about “middle billions” firms. 
Whereas giant firms stand out be- 
cause of their size, and midget firms 
are noticeable because of their 
numbers, “middle billions” firms 
are commonly recognizable by the 
characteristic of growth. 

For many firms in the 100 to 
1,000 employee category, dynamic 
growth is accepted as normal. The 
reason seems clear: these compa- 
nies are large enough to possess the 
strength and resources for rapid 
expansion, yet small enough to 
have plenty of growth potential 
above them. 

Centralized management. An- 
other common characteristic of 
the “middle billions” firms is their 
centralized management. A_ high 
proportion of firms in the 100 to 
1,000 employee category is dom- 
inated by just one man. And sel- 
dom are major decisions, including 
purchasing decisions, made by 
more than three or four men. 

The reason again is related to 
company size. These companies 
generally have strong, capable men 
at the helm, which often explains 
why they have already grown to 
their medium sized status. Yet 
these companies are small enough 
that they do not generally need a 
large number of management peo- 
ple. The top man is able—and per- 
haps forced—to hold most, if not 
all, decision making responsibilities 
to himself. 

These two major characteristics 
make for a unique selling situation 
—first, because growing companies 
make good customers for business 
products and services, and second, 





because centralized management 
makes selling easier, faster, less 
costly. 


New research on 
the prime business market 


A new research study on the 
business market has recently been 
completed by the MANAGEMENT 
MErTHops research staff. This study 
amplifies, clarifies and validates the 
results of earlier studies. Here’s 
how the new study was made: 


Two separate questionnaires 
were constructed. One was called 
an “executive profile study.” The 
other, a “corporate study.” 

The executive profile study was 
designed to create a statistical pic- 
ture of top executives, particularly 
executives at the top of companies 
within the worthwhile segment of 
the business market. 

The second questionnaire, the 
corporate study, was designed to 
create a statistical picture, not of 
executives, but of companies as a 
whole—specifically, companies in 
the “middle billions” size category. 

Each of the questionnaires was 
sent to a random sampling of ex- 
ecutives and companies throughout 
the country. The list used for these 
mailings provided a scientifically 
selected cross-section of the worth- 
while layer of the business market. 
Thus, only a fairly small number 
of completed questionnaires was 
needed to provide an accurate re- 
flection of the business market. 

Over 1,400 usable questionnaires 
in the executive profile study were 
returned: over 800 in the corporate 
study were returned. 

Detailed findings of the execu- 
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tive profile study were reported in 
MANAGEMENT MEtTuops last month, 
as the first half of this special re- 
search analysis. Chief finding of 
this study was that in most compa- 
nies (even the giants) all major 
decisions are made by no more 
than five key men at the top. 

Detailed findings of the corpo- 
rate study are given in the section 
of tables that begins at the right 
and continues to page 60. 

Note that in most cases median 
figures are presented, not averages, 
because the medians present a 
more accurate and more meaning- 
ful reflection of the facts compiled 
in the study. 

What significance you draw from 
the corporate study findings will 
depend at least partly on the prod- 
uct or service you sell to business, 
and your company’s particular sales 
problems. 

But if you examine the tables 
closely for a few minutes, thinking 
in terms of your own business, you 
will find that you can make all 
kinds of valuable comparisons and 
analyses with the figures. A few 
general conclusions in capsule form 
are presented in the captions which 
accompany the tables. 


Conclusion 

Regardless of the specific nature 
of your business, two general con- 
clusions can be drawn from the 
new business market research stud- 
ies. 

First, if you sell to business you 
are wasting sales power and profits 
unless you select your business cus- 
tomers at least partly on the basis of 
their size. Your sales strategy 
should include the fact that the 
51,000 companies in this country 
with 100 or more employees con- 
stitute the worthwhile segment of 
the business market. These com- 
panies buy most of what is sold to 
business. 

Second, if your product or serv- 
ice is one that is designed to benefit 
business, and if its purchase in- 
volves a top management decision, 
then there is no more fruitful mar- 
ket for you than the “market of the 
middle billions,” composed of those 
48,000 companies in the country 
with between 100 and 1,000 em- 
ployees. & 
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A CLOSE LOOK AT 


the “market of the 


middle billions” 


the 48,000 business establishments in this country that have 
between 100 and 1,000 employees and which compose the 
richest segment of the overall business market 


Explanation of statistics 


@ Statistics in these tables are drawn from a research project just com- 
pleted by the Management Methods research staff. 

A detailed survey questionnaire was sent to a scientifically selected 
sampling of the 48,000 establishments in the country with between 100 | 
and 1,000 employees. As explained in the accompanying article, this rela- — 
tively small number of middle sized firms compose a multibillion dollar 
market for sellers of business products and services. Thus these 48,000 
— establishments have been labeled the “market of the middle bil- | 
ions.” 

Also participating in the survey were some firms with fewer than 100 
employees, as well as some with more than 1,000 employees. Findings — 
for the under 100 employee category are reported in the tables. It should 
be pointed out that the statistics shown for these small companies are not 
representative of all companies with fewer than 100 employees. However, 
in the 100 to 1,000 employee size category, the figures are representative 
of all companies in this size category, because of the scientifically selected | 
sample used for these companies. 


Survey base. A total of 804 completed survey returns serves as the — 
base for the statistics given in these tables. Of these, 596 were from manv- | 
facturing firms. Because of this high proportion, separate statistics for 
manufacturing firms have been included in many charts. 


Size breakdowns. Ali tables are broken down into five employee size 
categories. The first column covers the entire “market of the middle 
billions,” i.e., firms with between 100 and 1,000 employees. The next three 
columns break down the “middle billions” firms into three subdivisions by 
size. The final column gives figures for the surveyed companies in the under 
100 employee si#@)category. This last column is included for purposes of | 
comparison only. 7 


Medians used. Nofe that median figures are presented, not averages, 
because the medians present a more accurate and more meaningful re- 
flection of the facts compiled in the study. 


Analysis. Captions under the tables provide a token analysis only. 
Significance you draw from the figures will depend in part on the nature 
of your business, and how you sell to the business market. 

In total, these figure tables provide a statistical picture of this country’s 
middle sized businesses and, to a much lesser extent, small businesses. | 
Individual companies, of course, will vary perhaps drastically from the 
“average.” But the figures are representative of the whole. You may find 
it interesting to compare your own company with the findings in this) 
corporate study and, if you sell a product or service to the business market, 
you will certainly find the figures valuable in planning your sales strategy. | 
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100 to 1,000 

employees 
All types of firms 79.5% 
Manufacturers only 79.5 


A total of 804 firms participated in the study. Of these, 
596 were manufacturing firms; the others represented all 
non-manufacturing classifications of business. This table 


Table 1. Sizes of firms participating in study 


500 to 1,000 
employees 
10% 
8.6 


shows what percentoge of the firms are in each of the size 


250 to 500 


employees 
22.4% 
23 


100 to 250 


employees 
47.1% 
48 


Under 100 


employees 
20.5% 
20.5 


categories by number of employees. Note that for all types 
of firms and for manufacturers only, the figures are almost 
identical. 


Table 2. Sales Volume (median dollars) 


100 to 1,000 
employees 

All types of firms: 
Last year’s sales volume $3,850,000 
This year’s estimated sales 4,195,000 
volume 
Manufacturers only: 
Last year’s sales volume $3,578,000 
This year’s estimated sales 3,712,000 


volume 


These figures show the “average” annual sales volume of 
firms in the various size categories, plus a comparison of 





500 to 1,000 
employees 


$ 9,375,000 
10,469,000 


$ 9,765,000 
10,772,000 


sales volume last year and estimated sales this year. Note 


250 to 500 
employees 


$5,494,000 
6,196,000 


$5,147,000 
6,076,300 


100 to 250 
employees 


$2,431,000 
2,810,000 


$2,230,000 
2,520,000 





Under 100 
employees 


$850,000 
893,000 


$647,000 
716,000 


that sales are up this year despite a planned reduction in 
capital expenditures (see Table 7). 


Table 3. Advertising expenditures (median dollars) 


100 to 1,000 
employees 
All types of firms: 
Last year’s advertising $34,444 
expenditures 
This year’s estimated 35,365 
advertising expenditures 
Manufacturers only: 
Last year’s advertising $33,194 
expenditures 
This year’s estimated 35,147 


advertising expenditures 


“Middle billions” firms don’t spend huge budgets on ad- 
vertising. Consequently, they have to get the best they can 
from every dollar they do spend. Relatively small advertis- 
ing budgets are one reason why “middle billions” firms are 
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500 to 1,000 
employees 


$86,057 


85,000 


$81,875 


84,375 


250 to 500 
employees 


$57,290 


60,795 


$56,250 


60,715 


100 to 250 
employees 


$20,137 


20,800 


$20,120 


20,520 





Under 100 
employees 


$12,038 


12,380 


$12,260 


12,420 


often overlooked as the richest segment of the overall busi- 
ness market. Because their advertising is not heavy, these 
firms are not well known. Note that advertising expenditures 
are up very little this year over last year. 


Charts continued 
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Table 4. Firms whose operations are national in scope 





: Under 100. 


100 to 1,000. 500 to 1,000 250 to 500 100 to 250 

employees employees employees employees employees 
All types of firms 58.4% 63.5% 66.5% 53.6% 49.7% 
Manufacturers only 70.7 81.3 77.0 65.7 59.3 
Non-manufacturers only 21.2 30.8 28.9 14.9 17.1 





In the “middle billions” size category, most manufacturing 
firms are national in the scope of their business operations, 
but most non-manufacturing firms are regional or local 











businesses. As size goes up, there is a natural tendency for 4 
more firms to grow to national proportions. 


Table 5. Firms with multiple corporate structure (all types of firms) 


250 to 500 














100 to 1,000 500 to 1,000 100 to 250 Under 100 
employees employees employees employees employees 
Percentage of firms with 27.3% 33.8% 32.8% 23.3% 16.6% 
multiple corporate structure 
Median number of units in 3.5 4,4 « 8. 3.3 3 
the multiple structure 





About one out of every four companies in the “middle 
billions” size category has a multiple corporate structure 
(i.e., subsidiaries, autonomous divisions, jointly managed 
companies, etc.). Not surprisingly, as companies get bigger, 
they are more likely to take on a multiple corporate struc- 


Table 6. Location and ownership of general offices and plant 


100 to 1,000 500 to 1,000 250 to 500 100 to 250 Under 100 
employees employees employees employees employees 
All types of firms: 
Office and plant at same 81.6% 58.7% 79.4% 87.3% 86.9% 
location 
Office and plant at 18.4 41.3 20.6 12.7 13.1 
separate locations 
Firms own their buildings 82.7 81.8 83.1 82.6 77.8 
Manufacturers only: 
Office and plant at same 87.4% 68.0% 86.7% 91.2% 89.3% 
location 
Office and plant at 12.6 32.0 13.3 8.2 10.7 
separate locations 
Firms own their buildings 85.4 83.7 88.2 84.3 83.8 





Most companies in the “market of the middle billions” have 
their office and plant united at the same location. However, 
as company size increases, there is more tendency for the 
administrative functions to be physically separated from 
the operating functions. Note that in manufacturing it is 
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ture. For example, among companies with between 250 to @ 
1,000 employees, about one in three has a multiple struc- @ 
ture. There is a surprising consistence across the size spec- @ 
fg of number of units in the multiple structure—three or @ 
our. 





more common for administrative and operating functions — 
to be together than for business as a whole. Note also that | 
there is a slightly stronger tendency for manufacturing firnis | 
to own their buildings. 4 
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100 to 1,000 500 to 1,000 250 to 500 100 to 250 
ees employees employees employees employees 
§ Total employees (median) 186 (100.0%) | 749 (100.0%) 314 (100.0%) 152 (100.0%) | 71 (100.0%) 
Sales 13-¢ 7. %)i 3( 4 %) 18 ( 5.8%) 9 ( 6.7%) 6 ( 8.5%) 
Clerical /administrative 22 ( 313.8%)| 77 (103%) 34({ 108%) 17 ( 11.2%) 8 ( 11.3%) 
Production 151 ( 81.2%) ] 642 ( 85.7%) 262 ( 83.4%) 126 ( 82.8%) | 57 ( 80.2%) 
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All types of firms: 





Planning to buy or lease ou , 

major news bs oe - 
Plant equipment 47.8% — 45.1% 52.1% 46.2% 
Office equipment 22.0 30.1 ys eee 17.4 
Transportation equipment 31.7 46.3 32.2 28.5 

Manufacturers only: 

Planning to buy or lease 

major new: 
Plant equipment 52.9% 51.0% 35.0% 51.4% 36.9% 
Office equipment 21.5 27.4 30.7 16.1 10.7 
Transportation equipment 27.6 * 33.3 32.1 24.4 19.7 


Here is strong evidence of the buying power of “middle 
billions’ firms. These figures reflect buying or leasing 
planned for a period of only a few months. Unquestionably, 
if the respondents had been asked to predict their acquisi- 
tions for a year, for example, the percentages would be 
even higher. Note that about half of the respondents said 
they plan to acquire major new plant equipment, nearly 
a fourth plan to acquire major office equipment, and well 


ever a fourth plan to acquire trucks or other transportation 
] Table 8. Types of employees (manufacturers only) 
. Job function 





As manufacturing companies increase in size, they tend 
to become somewhat more efficient, in terms of personnel 
utilization. This table shows that as size increases, the rela- 
tive proportion of sales and administrative people goes 





equipment. Although a chart is not shown for it, statistics 
were compiled on how many of the firms plan to acquire 
their equipment by purchase or by lease. Here are figures 
for all types of firms in the 100 to 1,000 employee category: 
of those planning to acquire new plant equipment, 84% 
will buy it rather than lease it; for office equipment, 73% 
will buy it; and for transportation equipment, 74% will buy 
it. Notwithstanding the size of these figures, a huge leasing 
market remains. 





down, the relative ‘proportion of production people goes 
up. In the “average” manufacturing concern within the 
“middle billions” size category, about eight out of ten em- 
ployees are production workers. 


Table 9. Net worth, capital equipment and expenditures (median dollars) 


100 te 1,000 500 to 1,000 250 to 500 100 to 250 Under 100 
employees employees employees employees employees - 
All types of firms: 
Net worth $1,070,000 $2,663,000 $1,160,000 $427,300 $293,000 
Plant & capital equipment 504,000 1,000,000 615,000 268,600 122,500 
1959 capital expenditures 91,200 268,800 93,400 39,200 13,250 
1960 capital expenditures (est.) 70,930 242,100 92,700 40,800 12,300 
Manufacturers only: 
Net worth $1,155,770 $3,810,000 $1,750,000 $722,100 $400,900 
Plant & capital equipment 576,390 2,250,000 767,000 430,100 171,000 
1959 capital expenditures 63,315 237,500 94,170 39,100 19,950 
1960 capital expenditures (est.) 66,290 241,700 87,500 40,280 19,500 





These figures give a thumbnail financial sketch of the 
“average” company in the various size catagories. Note 
that for many categories, the figure for estimated 1960 
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capital expenditures is lower than the figure for capital 
expenditures for 1959. 


Charts continued 
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Table 10. Planning to build, modernize or relocate plant 


100 to 1,000 
employees 
All types of firms: 
Planning to build 15.0% 
Planning to modernize 11.4 
Planning to relocate 6.3 
Manufacturers only: 
Planning to build 16.2% 
Planning to modernize 13.3 
Planning to relocate 6.5 





500 to 1,000 
employees 


20.0% 
10.0 
6.3 


23.5% 
15.7 
9.8 


250 to 500 
employees 


20.6% 
12.2 
5.6 


22.6% 
13.1 
5.8 


100 to 250 
employees 


11.3% 
11.3 
7.0 


11.9% 
12.9 
6.3 


Under 100 
employees 


7.9% 
10.3 





4.8 


8.2% 
10.7 
5.7 


Table 11. Planning to build, modernize or relocate sales offices 


100 to 1,000 
employees 

All types of firms: 
Planning to build 5.8% 
Planning to modernize 6.1 
Planning to relocate 2.5 
Manufacturers only: 
Planning to build 4.4% 
Planning to modernize 7.4 
Planning to relocate 1.9 





500 to 1,000 
employees 


10.0% 
3.8 
2.5 


3.9% 
5.9 


250 to 500 
employees 


7.8% 
6.1 
2.2 


8.8% 
8.0 
3.0 


100 to 250 
employees 


4.0% 
6.7 
2.6 


2.4% 
7.3 
LP A 





Under 100 
employees 


3.0% 
3.0 
1.8 


3.3% 
2.5 
1.6 


Table 12. Planning to build, modernize or relocate distribution facilities 


100 to 1,000 
employees 
All types of firms: 
Planning to build 5.3% 
Planning to modernize 2.0 
Planning to relocate 5.8 
Manufacturers only: 
Planning to build 3.2% 
Planning to modernize 1.3 
Planning to relocate 4.9 


Figures in these three tables reflect the tremendous amount 
of growth planned over the next year or two by firms in the 
“middle billions” size category. Directly, the figures show 
the extent of the market for construction materials and 
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500 to 1,000 


employees 


13.8% 
3.8 
10.0 


7.8% 


11.8 


250 to 500 
employees 


4.4% 
2.8 
4.4 


3.6% 
1.5 
2.2 


100 to 250 
employees 


4.0% 
1.3 
5.5 


2.1% 
1.4 
4.9 
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Under 100 
employees 


4.2% 
3.6 
0.7 


2.5% 
25 


services. Indirectly, the figures show the extent of the market 
for all kinds of products and services used by business and 
industry, since growing companies are obviously in their 
“age of acquisition.” 











New - 
nearly 
one a 
month 


why 
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SURVEY REPORT 





Why the big swing to 


New facts—just uncovered by the Management Methods research staff—reveal that 


nearly all firms that ship anything are now using air freight. Money saving is just 


one advantage. Others are listed in the article. With jet freighters coming in 


a 


month or so, the profitability of air shipping may well be triple. This article tells 


why now might be the time for you to “get aboard” the air freighters. 


NOVEMBER 1960 


If you ship any- 
thing, from toothpicks to comput- 
ers, air freight offers you several in- 
disputable advantages. (A detailed 
summary of these advantages fol- 
lows in the next section. ) 

More firms than ever before are 
waking up to the fact that air ship- 
ping is highly profitable. For in- 
stance, 75.3% of the firms answering 
a new MANAGEMENT METHODS sur- 
vey now ship via air. About 25% of 
those who answered don't use air 
freight. But more than four-fifths of 
that 25% have never even consid- 
ered shipping by air. 

The fact is that profit conscious 


companies are turning daily to air 
shipping as a cost cutting, money 
making business tool. As further evi- 
dence, consider these figures from 
the Air Transport Association: 

@ 1950: 953,000,000 ton miles fown 
by air freight carriers. 

@ 1955: 2,160,000,000 ton miles 
flown. 

= 1960: 3,600,000,000 ton miles 
flown. 

These figures represent the 
growth of the air freight industry. It 
has grown for two reasons: more 
firms are using it, more often. 

What does this mean to your 
firm? Just this: if you are not now 
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using air freight, the competition 
that is using it might leave you be- 
hind—sitting on the ground while 
their profits take off. 


Where are the profits? 

Shipping by air can save you 
money and build your profits. How? 
Read this list. 

Chop distribution costs. Distribu- 
tion expenses are a large part of the 
price of doing business. But air 
freight rates are dropping. Some 
rates dropped as much as 50% in 
1960. Soon-to-come jets will push 
air freight rates down even further. 

Reduce inventory, warehouse ex- 
penditures. It’s costly to maintain 
several warehousing and storage fa- 
cilities. Shipping by air can elimi- 
nate the need for many warehouses, 
especially if you distribute to distant 
points. 

Boost customer service. Every 
customer appreciates prompt serv- 
ice. Air freight shipments can reach 
a customer 3,000 miles away in one 
working day. 

Cut “dead time” of goods in 
transit. Goods in transit represent 
idle money. The longer the transit 
time, the longer your investment in 
inventory is tied up. Air shipments 
can get to almost any place in the 
world within 48 hours. Faster in- 
ventory turnover means quicker 
earnings, smaller inventories, low- 
ered financing charges—plus satis- 
fied customers. 

Get 24-hour, door-to-door, cross 
country deliveries. New arrange- 
ments between air freight firms and 
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trucking companies (American Air- 
lines’ “Truckair” is one) mean that 
there can now be overnight deliv- 


eries between smaller towns all over 
the country. 

In the past, firms considered air 
freight a very costly method of ship- 
ping. That’s because they looked at 
rates alone. But this is the question 
to ponder: can air freight lower 
your total distribution cost? 


Who is using air freight? 

What kind of firms are using air 
freight? Manufacturing? Construc- 
tion? Finance? Service? Others? 

How big are these firms? Can 
only the giants profit from air 
freight? Or is air shipping equally 
profitable for small and mecium 
sized firms? 

Here are the facts. 

In every kind of industry where 
goods have to move, firms ranging 
in size from midget to colossus are 
now using air freight profitably. 

Here, direct from MANAGEMENT 
MeEtHops survey findings, is the 
breakdown by size of the firms that 
are using air freight. (The size of 
the firms is represented by the num- 
ber of employees. Experience shows 
this is the easiest and most univer- 
sally applicable yardstick to use.) 

# 19.8% of firms using air freight 
have less than 100 employees. 

m 28.4% of these firms have from 
100 to 249 employees. 

m 29.9% of these firms have from 
250 to 1,000 employees. 

@ 21.9% of these firms have over 
1,000 employees. 


Note that well over 50% of the 
air freight business comes from the 
firms in the 100 to 1,000 employee 
category. Previous MANAGEMENT 
Metuops research has shown that 
these are the real growth compa- 
nies, companies that are chalking 
up higher profits each year. It 
stands to reason that these firms 
would not use air freight so exten- 
sively if it were not a profit maker. 

Note that the number of 
giants which use air freight is very 
close to the number of under-100- 
employee firms that use it. Air 
freight is not limited only to “those 
firms with the money to spend on it.” 


also 


How often is air freight used? 

Air freight, once used infrequent- 
ly as an emergency method of ship- 
ping, is now used regularly by a 
good number of companies. 

The MANAGEMENT METHODS sur- 
vey shows that 22.6% of the respond- 
ing firms that use air freight now 
ship by air regularly. More than 
half, 52.6%, report that they use air 
freight occasionally. The rest, 24. 8%, 
use air freight rarely. 

Here’s why more firms are not 
now regularly shipping by air. 

One reason is that many com- 
panies are just beginning to realize 
the market expansion possibilities 
that air freight offers. With air ship- 
ments, it is possible to get products 
and supplies to new markets quick- 
ly. It is not necessary to lease huge 
warehouses and store large quanti- 
ties of items. As more firms be- 
come aware of these possibili- 
ties, they will increase their use of 
air freight. 

4 second reason is that air freight 
might not be suitable for every firm. 
If most of their markets are close 
by, these firms might use air ship- 
ments only when a distant emer- 
gency arises. 

Even now, many companies are 
increasing their use of air freight. 
Of the number that responded to 
the survey, 43.2% stated that as of 
this moment, their use of air ship- 
ments is on the rise. About 55% re- 
ported no change in their air ship- 
ment volume right now. Only 1.2% 
said that their use of air freight was 
decreasing. 

“Why don’t you ship by air?” 

One key question the survey cov- 


ered is this: W hy don’t you use air 
freight? Consider these replies. 
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“We find that the average weight 
of our shipments is too high.” This 
reason was given more often than 
any other. Yet the fact is that such 
heavy items as computers are sent 
regularly by air. In one rare in- 
stance, even a load of cement was 
shipped by air. For a complete list 
of items that frequently go by air, 
see product listing, at right. 

“We consider air freight too cost- 
ly.” This was the next most frequent 
reply. Yet with air freight rates 
dropping drastically, and total dis- 
tribution costs taken into considera- 
tion, this argument might no longer 
be valid. 

“Our present distribution opera- 
tion is adequate.” This reply was 
mentioned only by a handful of 
companies. And the fact is that air 
freight does not work as a profitable 
distribution for every firm. But for a 
small, locally distributing firm that 
wants to increase its markets rapid- 
ly and cheaply, air freight might be 
the answer. 

“We're satisfied with other serv- 
ices.” This, too, was an infrequent 
response. It’s true that many com- 
panies can use surface transporta- 
tion more profitably than air freight. 
But air shipments, in time of emer- 
gency, can often be a valuable ex- 
tension of an existing distribution 
pattern. 

“There’s no air service available.” 
While few firms mentioned this 
problem on the returned question- 
naires, it has been complicated and 
costly for firms in outlying areas to 
take advantage of air shipping. 
However, with airline-truck coop- 
eratives (see box, page 64), this 
problem is on the way to solution. 


“Ship it to me by air” 

Another key fact turned up by 
the survey is this: sometimes com- 
panies specifically ask to have their 
supplies flown to them. 

By actual count, 82.8% of the an- 
swering firms have directed, at one 
time or another, that incoming ship- 
ments be shipped by air freight. 

If you're a shipper, the signifi- 
cance of this statistic is obvious. 
Customers like, and even demand, 
prompt service. As one supplier 
commented: “We like to beat our 
customers to the punch. We adver- 


| tise that we ship almost everything 
by air. Our customers appreciate 


the fact that we're thoughtful 


| enough to get their orders to them 
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SUMMARY OF SURVEY FINDINGS 


75.3% of firms (232) presently making shipments via air freight. 
24.6% of firms (76) not using air freight. 

Of firms not using air freight, 81.6% (62) have never considered using it. 
Of 2,000 questionnaires sent, 308 replies were received. 


Breakdown of air freight users by company size: 


NUMBER OF EMPLOYEES NUMBER OF FIRMS PERCENT 
under 100 46 19.8% 
100-249 66 28.4% 
250-999 69 29.8% 
1,000 and over 51 22.0% 

total 232 100% 

Firms using air freight described usage as: 

NUMBER OF FIRMS PERCENT 

Regular 53 22.6% 
Occasional 122 52.6% 
Rare 57 24.8% 
total 232 100% 

Firms using air freight stated their present use is: 

NUMBER OF FIRMS PERCENT 

Increasing 98 43.2% 
Not changing 129 55.6% 
Decreasing 5 1.2% 
total 232 100% 


Firms not using air freight, but who have considered it, gave the 
following reasons why: 


NUMBER OF MENTIONS 


Average weight of shipments too high 13 
Considered too costly 1 
Present distribution operation adequate 7 
Satisfied with other freight service 4 
Other (not needed, no service, not suitable) 5 

total 40 


Asked how they would seek further information about air freight, 
236 of the 308 firms gave the following answers: 


THEY WOULD SEEK: NUMBER OF MENTIONS PERCENT 
Air freight firms or representatives 183 59.1% 
Management consultant 5 1.6% 
Business friend using air freight 19 6.2% 
Published material, Yellow Pages, 

Transportation broker, etc. 19 6.2% 
Present non-air shipper 10 3.2% 
No answer 72 23.7% 

total 308 100.0% 


Items now shipped by air 
Firms, using air freight, that responded to the Management Methods 
survey report that they ship the following products by air: 


Machine parts, machine tool parts, aircraft engines & parts, rivets, hand 
tools, hardware, office supplies, optical specialties, cameras, film, 
printed material (magazines, books, etc.), candy, furniture, windows, 
jalousies, printing plates & dies, oil field equipment, rock bits for oil 
wells, building materials, seeds, wine, liquor, brandy, photographs, chem- 
icals & drugs, bearings, forgings, pipe fittings, wearing apparel, air con- 
ditioners, fans, advertising, display material, paper, electronic equipment, 
communications equipment, sugar, household equipment, yarn, plastics, 
aluminum, vaccine, vehicle parts, footwear, paints, lacquers, precious 
metals, adhesives, canned goods, foods, metal wire, vinyls, sewing ma- 
chines, lab supplies, equipment, pumps, tractor parts, steel, sheet metal 
products, aluminum windows, castings, bearings. 
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speedily. I might add that we ship 
heavy machine parts.” 


Where does air freight go? 

Most air freight users in the U. S. 
ship only to domestic terminals. As 
indicated by the survey, 71.1% of 
the answering companies confine 
their air shipments to the conti- 
nental United States. 

But here is a significant finding. 
Well over one quarter of the re- 
sponding firms, 28.9%, reported that 
they used air freight for transconti- 
nental shipments. (Among the 
places that these air shipments go 
to are: Europe, South America, 
Central America, Great Britain, 
Australia, Japan, Hawaii, the Philip- 
pines, the Far East, Egypt.) 

Here's why this finding is impor- 
tant. U. S. firms are finding it in- 
creasingly profitable to enter the 
world market. One key way to sup- 
ply this huge market is by air. 


Whom can you contact? 

Suppose you want to find out 
whether air freight can be profitable 
for you. Whom do you contact? 


You can follow the example of 
the firms covered in the MANAGE- 
MENT METHODS survey. 

# A large bulk of the firms, 59.1% 
said they would first contact an air 
freight carrier company directly. 

Here are the rest of the replies: 
® 6.2% said they'd contact a busi- 
ness friend using air freight. 
= 6.1% said they would go to the 
Yellow Pages, their own traffic de- 
partment or purchasing agent, a 
broker or published material. 

@ 3.2% said they would ask their 
present non-air shipper. 

= 1.6% said they would ask a man- 
agement consultant. 

m 23.7% gave no answer. 


Who answered the survey? 


Well over one-third of the men 
who answered the MANAGEMENT 
METHODs survey, 35.8%, are top cor- 
porate officers: directors, board 
chairmen, presidents and assistants- 
to-the-president, vice presidents, 
secretary-treasurers and controllers. 

Research shows these are the 
men who make the decision to use 
air freight. They are also the men 
who best know its profitability. 





Air-truck plans link remote areas 


Even small plants in remote areas can now take advantage of air 
freight, due to new cooperative arrangements between airlines and 
truck lines. These cooperatives, which fall into three categories, do much 
to destroy one of the most common arguments against air freight, i.e., 
“We're pretty far from a major airport.” 


Briefly, here’s how each of these services works. 


Air freight forwarders. These firms sell air freight space on 
nearly every airline. They also arrange for delivering the freight to 
the airport, and see that it is picked up at the destination for delivery 
to the customer. A spokesman for one air freight forwarder, Emery 
Air Freight Corp., says, “All the shipper does is tell us what he wants 
to ship and where it is to go. We handle everything else. He gets only 
one bill, which greatly reduces his paperwork.” 


Airline-truck cooperatives. A few airlines (American, Flying 
Tiger and Northwest) have made special arrangements with trucking 
firms in order to extend their services to outlying areas. Benefits are: 
reduced paperwork (one bill of lading suffices where often three were 
required); time saved (shipper deals with one firm instead of several); 
and single rate tariff (with this arrangement, a single rate tariff is 
imposed rather than a combination of truck and air rates. Cost is 
similar to the present “two rate” system). 


Pick-up and delivery negotiators. There’s a non-profit company, 
Air Cargo, Inc., which represents 34 domestic and foreign air freight 
carriers. It arranges for truck deliveries to and from any of the cities 
these 34 airlines cover. Only reliable truckers are picked. 

Airlines represented by Air Cargo, Inc., are: Aaxico, Alaska, Alle- 
gheny, American, Bonanza, Braniff Airways, Capital, Central, Conti- 
nental, Delta, Eastern, Flying Tiger, Frontier, National, New York Air- 
ways, North Central, Northeast, Northwest, Ozark, Pacific, Pacific 
Northern, Piedmont Aviation, Riddle, Southern Airways, TWA, Trans- 
Texas Airways, United, West Coast, Western, Air France, Pan American, 
SAS, Seabord & Western, and Trans-Canada. 
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About 60% of the returned ques- 
tionnaires came from men directly 
involved in the shipping operation: 
traffic managers, purchasing agents, 
department heads, supervisors, en- 
gineers and cashiers. 

About 4% of the returned surveys 
contained no title. 


How this survey was done 

MANAGEMENT MeEruHops editors 
sent questionnaires to 2,000 top 
managers in firms of all sizes in five 
different states: California, Con- 
necticut, Florida, Wisconsin and 
New York. Four hundred firms in | 
each of these states were surveyed. | 

Of the 2,000 questionnaires, 308 | 
were completed and returned. This } 
was a 16% return. The 308 com-] 
pleted questionnaires form the basis 
for this research report. 

Of the 308 answering companies, 
232 now use air freight (75.3%). 
Seventy-six firms (24.6%) do not 
ship by air, but of that 76, 62 have 
not even considered using air 
freight. 


One final word 


There is no doubt that air freight 
facilities can give many firms a 
strong competitive lever. Consider 
this comment from one president 
whose manufacturing firm began 
using air freight two years ago. 

“To maintain our profits, we have 
had to seek out new markets. To 
help us serve this extended market, 
we have turned to air shipping. 
Now shipments get to their destina- 
tions faster and often at less cost. 

“We can now get raw materials 
quicker, too. Since we don't have to 
keep so much on hand, we're in a> 
better position to cope with market | 
or production changes. 

“What does this mean in terms of 
profits? For one thing, we don't | 
have money sitting idle while | 
equipment spends costly time in 
transit. For another, we can push 
into new markets—and keep them 
supplied—better than ever before. 

“We're gearing our entire opera- 
tion to air shipping. We'll have a 
sizeable jump on our competition 
when air freight becomes as widely 
used as surface shipping is now.” | 

It’s a fact that shipping by air can | 
save many firms money, as well as 
strengthen their competitive posi- 
tions. In view of this, now might be! 
the time for your firm to “get! 
aboard” the air freighters. & 
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OTHER SIDE 


... to get your free 
Silver Dollar Paperweight 
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Handsome and useful! Az) Collector’s find! 
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YES, | want one: 


Please instruct the nearby Marchant 
office to deliver my free U.S. Silver 

lar Paperweight when it is con- 
venient for me to ¢ 


MY NAME 
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COMPANY 

ADDRESS 
CITY 


TYPE OF BUSINESS ears . 


Request honored only when com 


plete information, including title, 
filled in. Limited stock — offe 


r subject to supply on hand. 
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Accept this silver-dollar 
paperweight FREE. 
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y 
Genuine 
U.S. 
Silver-Dollar 
in crystal-clear 
Lucite. Exactly as 


shown, with 
no advertising. 


...for seeing how this calculator prevents figurework errors 


— puts $5 in your pocket for every mistake avoided! 


It costs you $5.00, on the average, to catch and 
correct each figuring error! 


So every time the fast, accurate Marchant calcu- 
lator prevents a mistake, you actually put $5.00 
in your profit column. 


See how a Marchant can do this for you with un- 
erring automatic operation. Test it on your own 
figurework. And receive, free, a beautiful and un- 
usual American Silver-Dollar Paperweight as a 
token of our appreciation. 


MAIL THE POST CARD TODAY FOR YOUR 
FREE SILVER-DOLLAR PAPERWEIGHT! 
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Speedy Marchant Deci+ Magic 
stops decimal errors automatically 
With this unerring figuring machine, the operator 
touches just one key one time and all decimals are set 
automatically, for the entire problem and in the an- 
swer. Then she just “writes” the figures on the key- 
board as she would on paper. The Deci- Magic does 
all the rest—delivering the answer at twice the high- 
est speed of any other desk calculator! 


BF MARCHANT 


DIVISION OF SMITH-CORONA MARCHANT INC. 
OAKLAND 8, CALIFORNIA 


Fine calculators and adding machines 
of advanced design 
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Be seated for comfort 


Foote Mt—t- hia & ot -4_ mm eles: 





@ Compare this big, comfortable executive posture 
chair with others costing much more. Cosco deluxe 
features include dual-contour molded foam rubber seat; 
foam-cushioned backrest, upholstered front and back; 
foam-cushioned armrests; quiet, long-wearing nylon 
bearings . . . and six comfort adjustments! 

A free demonstration in your office will prove that 
this solid Cosco chair is a solid value for you. Call 
your Cosco dealer now! 


Find your COSCO Office Furniture dealer in yellow pages of phone book, 


HAMILTON COSCO, INC., Dept. MM-116, Columbus, Indiana 


Write us for complete information on Cosco office 
furniture and new full-color catalog, or phone your 
nearby Cosco dealer listed in yellow pages. 


Firm 


By 


Address 


Also available in Canada, Alaska and Hawaii through authorized COSCO dealers. 


*Models 25-S and 27-LA are priced with all-Naugahyde upholstery. Zone 2: Texas and 11 western states. 


or attach coupon to your letterhead. 





(Please Print) 





Model 28-STA 
as illustrated with 
combination upholstery 


as oe 


($76.95 in Zone 2) 





Model 28-STA with all-Naugahyde 
upholstery, $67.95 ($71.95 in zone 2) 


Model 25-S 
Secretarial Chair 


$42.95* 
($46.95 in Zone 2) 





Model 27-LA 
Conference 

Arm Chair 
$39.95* 

($43.95 in Zone 2) 
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A better way to 


run a business 


Here’s a way to 


GIVE A STAKE 
IN YOUR COMPANY 


Instead of giving employees cold 
cash at Christmas, why not present 
each one with “stock-in-a-stocking” 
as a yuletide bonus. 

TelAutograph Corp. last year 
gifted its entire staff of over 400 in- 





President Lee presents one of 400 
employees with a share in the firm. 


dividuals with actual shares in the 
company. 

President Raymond E. Lee says 
the stock gift is just one step in a 
long range plan to foster sound em- 
ployee relations. 


Here’s a way to 
HAVE CLINICALLY CLEAN 
WORKING AREAS 

Originally introduced for hospital 
use, a new vacuum cleaner is an- 
swering critical needs of industry 
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for almost aseptically clean work 
areas, such as computer depart- 
ments and “white rooms.” 

The Microstatic vacuum, devel- 
oped by the Kent Co., Inc., has a 
special impaction type filter which 
traps particles as small as 0.3 mi- 
crons. The machine exhausts sterile 
air with an airflow pattern that 
does not disturb uncleaned sec- 
tions. 

At Remington Rand's critical as- 
sembly area in St. Paul, the new 
vacuum is proving its ability to fill 
this need for micro-clean atmos- 
phere. 

Other applications for the vac- 
uum include laboratories, food 
processing, and safe handling of 
hazardous dust materials such as 
beryllium, silica and other dusts 
which can be toxic if ingested by 
personnel. 


If you want details on this Kent 
Microstat vacuum cleaner, circle 
number 222 on the Reader Service 
Card opposite page 96. 


Here’s a way to 


GET WORKERS’ SMALL FRY 
INTO MISS AMERICA ACT 


Titles are all but forgotten at the 
annual old fashioned picnic of the 
American Hardware Corp. That is, 
all but one title proclaiming the 
new “Miss American Hardware.” 
This year the coveted crown went 
to charmer Murlene, pretty 4% year 
old daughter of Draftsman Worden 
Day. 

The small fry contest has been a 


Top beauty among two-to-six year olds 
in Miss American Hardware Contest. 
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Working for you 
or against you? 


Checked your mailing scale 
lately? If it’s worn, weak or stiff, it 
may be working against you. 

By overweighing! An 
unnecessary extra four cents 
postage on as few as ten letters 
a day runs into a hundred dollars 
a year—wasted! 

By underweighing! Mail that 
arrives “Postage Due” can 
antagonize your customers and 
prospects. Or may be returned for 
you to pay the postage due. 

An honest and accurate mail 
scale soon pays for itself in any 


office! 


Pitney-Bowes scales are precision 
weighing instruments. The automatic 
mechanism doesn’t deteriorate with 
use, stays accurate year after year. 
Markings are big, and easy to read. 
The quick-acting hairline indicator 
shows the exact postage required. 
Mailing is faster and easier. And 
you’re sure every piece of mail has 
the right postage. 

PB has seven scale models. One 
has an international postage chart, 
for foreign mail. One is for parcel 
post, with 70 lb. capacity. There’s a 
little beam scale for the smallest 
office. Ask the nearest Pitney-Bowes 
office about the right scale for you. 
Or send the coupon for free 
illustrated booklet. 


FREE: Handy desk or wall chart of postal rates, 
with parcel post map and zone finder. 





PITNEY-BOwWES, INC. 
4587 Walnut Street 
Stamford, Conn. 


Pitney-Bowes 


M AILING SCALES Send free booklet DF rate chart 





Name 





Made by the originator of the postage meter 


...- 139 offices in U.S. and Canada Adieu 
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LOOK 









NEW 
JERSEY 









= Ihe 
. Industrial 
Bridge 


...in the World’s 
Richest Market 


New Jersey is the industrial bridge between the 
markets of New York City and Philadelphia. With 
the highest density of population in the nation, 
New Jersey has a huge diversity of skills, a vast 
rail and highway network, unmatched world port 
facilities and over 500 research centers. Sixty- | 
one out of the 75 largest companies in America | 
have operations in the state. 


For more facts, on “Why Industry Suc- 
ceeds ... at the Crossroads of the East’”’ 
write. Box X, Public Service Electric and 
Gas Company, 96 Park Place, Newark 1, 
New Jersey. 











(Circle number 146 for more information) 


high spot for the past 11 years at 
the company all-day get-together. 

More than 2,000 children—many 
of them of Miss America calibre— 
attended. The contest caused no 
disappointments either, since each 
candidate received a prize. Four 
finalists received special awards, 
with a giant pink panda going to 
the top beauty. 

A committee of employees 
served as judges for the event. Sev- 
eral New England TV and radio 
stations and newspapers gave wide 
publicity to the contest. 


Here’s a way to 


ENCOURAGE COURTESY 
TO CUSTOMERS 


Sometimes, personnel that greet, 
meet or serve the public are short 
on time, temper and common cour- 
tesy. 

Attentiveness, expressed willing- 
ness to be of service can go a long 
way in convincing folks that your 
firm is a good one to do business 
with. A smile, an added courtesy, 
and an understanding attitude will 
mollify people with fancied or real 
complaints. 

To remind employees that cour- 
tesy actually pays, Merchandise 
National Bank, Chicago, instituted 
this plan. It could easily be adapted 
by any company with personnel 
who routinely deal with the public 
—salesclerks, service, credit, com- 
plaint and checking departments, 
lost and found departments, recep- 
tionists, delivery boys and messen- 
gers. 

Each month one or more of the 
bank’s 33 tellers is cited for acts of 
outstanding courtesy to customers, 
An independent judging agency 
makes the selection. 

Each winner receives $50 in cash 
and an attractive “Teller of the 
Month” nameplate for his window. 
This he displays as a mark of dis- 
tinction to fellow employees and 
customers until the next month’ 
winner is chosen. 

Although courtesy has long been 
emphasized at this bank located in 
the Merchandise Mart, this marks 
the first time a contest _ has 
been held. The competition was 
launched with a number of infor 
mal get-togethers for tellers. A ser 
ies of short skits, depicting typical 





customer relations problems, dran- 
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atized the right way to handle 
these very important people. 

Since the plan was started, af- 
fability of both employees and cus- 
tomers has shown a marked prev- 
alence. 


Here’s a way to 


HELP YOUR DEALERS 
SELL MORE 


It’s obvious that your company 
will earn more profits if your deal- 
ers sell more of your products. 

Taking this line of reasoning, 
Johnson & Johnson, embarked on a 
stop, look and listen program 15 
vears ago that is designed specifical- 
ly to help drug dealers sell more. 
Johnson & Johnson provides its 
Store-wide Improvement Program 
as a free service to retail druggists. 

So far, Johnson Johnson re- 
searchers have studied five key 
problems of retail druggists: sales 
promotion, salesmanship, moderni- 
zation of store exteriors and interi- 
ors, and stock room modernization. 
These studies have resulted in the 
preparation of five highly detailed 
manuals which contain useful ad- 
vice on how to improve in each of 
the areas. Motivational motion pic- 
tures accompany each manual. 

The most recently completed 
segment of this continuing program 
is stock room modernization. Real- 
izing that working capital of retail- 
ers is being stre ‘tched by increases 
in products, population and buying 
Johnson & Johnson pre- 
pared the manual and motion pic- 
ture to help dealers overcome these 
problems. The two_ profit-making 
aids blueprint how stockroom mod- 
ernization can free wasted capital, 
influence better buying practices 
and stimulate increased volume. 
The 32-page manual is packed with 
suggestions on how to lay out an ef- 
ficient stock room, how to build it, 
how to maintain it and how to up- 
date buying policies. 

Not only has this program gained 
nationwide acceptance from drug 
dealers, but it has been adopted by 
colleges and pharmacy schools. 

Nearly any company using simi- 
lar methods to he ‘Ip its dealers sell 
more can expect increased profits 
and an enviable position in the e yes 
of the men who buy the company’s 
products—the dealers themselves. 


power, 
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Acco binders secure records, invoices, catalogs, 
safely—papers can’t slip out. No needless bulk! 
Unlike ordinary binders, trim, space-saving Acco 
binders slim to their contents—whether I sheet or 
1000 sheets. 5 colors. Many sizes — from 36 ¢ up. 


ACCOPRESS 


GENUINE PRESSBOARD BINDERS 





ASK FOR ACCO’s new booklet 
*‘IdeasThat Save Time and Space” 
—available free at office outfitters. 


Or write: ACCO PRODUCTS, 


A Division of Natser Corporation, Ogdensburg, N.Y.- In Canada: Acco Canadian Co., Ltd., Toronto 


(Circle number 100 for more information) 
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Mr. Manufacturer: 


Expand your 
distribution 
facilities with no 





capital outlay = | 


No real estate investments, no pay- | 
roll, no maintenance with AWA’s 
instant warehousing service. No 
lease commitments, either. For 
flexibility and economy, public 
warehousing is the profitable an- 
swer. Investigate the AWA Pay- 
as-you-use Plan. 


Write for Free Directory listing locations 
and space availabilities to fit your needs 


512 Members Offering KS 

1,273 Distribution Centers, 

Merchandise Warehouses 

& General Storage Facilities 
American Warehousemen's Association 


222 W. Adams St. « Chicago 6 * Randolph 6-5550 
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smart girl to insist 
on MECHANO FORM 


She knew what her boss wanted 
— a ledger and index paper with 


7 colors plus white, in eight 
weights for a coordinated office 
paper system. 

Only Mechano Form Ledger and 
Index has this range and 50% 
cotton fiber quality. Only Par- 
sons makes it but your 
printer can get it quickly. 


Parsons 


KING COTTON BUSINESS PAPERS 


| as — 

Ms | how te get a Nee ee 

} what yoo need a ‘ Spies 

“ 

4 {74 } 

- _— ™-1 YOURS: RECORD-KEEPING 
E a searching | PAPER GUIDE NO. 332 
ig - and nde Conde, j WRITE ON YOUR BUSINESS 
> | LETTERHEAD TO PARSONS 
wT; 


| eeeameliataadl 


sees ES | 








‘Overhead 
goes 





down 


| data cards 


acme visible rotaries 


.. Spin nearly a quarter-million 5x3 con- 
sumer credit cards to users fingertips——at 
Broad Street Trust Company of Phiiadeiphia. 
Reference data moves... but the workers 
do not. Result: Faster customer service. 
Employee fatigue reduced. Precious floor 
space freed. Send coupon to see how Acme 
Visible Rotaries soon pay for themselves! 





ACME VISIBLE RECORDS, 
1 


ome nner mee 


ta 


: } j PAPER DIVISION, NATIONAL 
} VULCANIZED FIBRE COMPANY, 
HOLYOKE, MASSACHUSETTS 
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iadiline wate 








ACME 


VISIBLE 








INC. 
211 West Allview Drive, Crozet, Virginia 
Please send information showing examples 


of many types and sizes of power and manual 
Rotaries now used by firms in many fields. 


NAME. TITLE, 





COMPANY. 





ADDRESS. 





city, ZONE__ STATE 
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Manager asks expert 


continued from page 51 


your men, then “roll your own.” 
With a course that you develop, the 
salesmen can see exactly how what 
is being taught applies to their own 
problems. Using a combination of 
inside training and field training 
you can give your salesmen: 


1. Company information and ori- 


entation. (What is the company 
trying to do?) 
Product information. (What is 
the man expected to sell?) 
3. Procedure information. (How 
is he meant to sell it?) 


4. Sales information and _tech- 
“a This includes: 
How the salesman should 


janie his time. 
b. What a good prospect is 
like. 

How to find a prospect. 

d. How to get in to see a pros- 
pect. 

How to appraise buying 
motives and use them in or- 
ganizing his presentation. 

f. How to recognize and over- 
come objections. 
g. How to take the prospect’s 
buying temperature to deter- 
mine whether he is ready to 
buy. 
h. How to ask for the order. 
i. How to maintain good buy- 
ing relationships after a sale. 
5. Merchandising information 
and techniques (if needed ). 


6. Servicing information and 


techniques (if needed). 
Training like this, if properly 
handled, is neither expensive nor 


elaborate. It is effective because it 
is tailored to the needs of your men 
and expressed from their viewpoint. 
Each man can see “what’s in it for 
me.” 

Let me sweep away one of your 
illusions, however. No training in 
salesmanship will accomplish all 
that you seem to expect. Sales train- 
ing is not a magical means of trans- 
forming each and every stay-at- 
home bum into an aggressive, sure- 
fire salesman. You have to start 
with the right man. 

Here is what you will need to be 
sure of hiring the right men: (I) 
careful analysis of your particular 
sales job to determine what exact 
qualities are needed for success on 
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For further 





manna 
. THESE 4 LINES CAN BE READ 
BY 75,264 MANAGEMENT 
METHODS READERS AND BY 
" JUST 1 REMARKABLE MACHINE 


One machine—the Farrington Optical Scanner—can read what 
is written above. Both words and numbers, just as they are 
printed on this page. No special ink. No special paper. 


Furthermore, the Farrington Optical Scanner (also known 
as the EYE) records what it reads. It translates written data into 
the language that automatic business machines and computers 
understand. Punched cards. Punched tape. Or computer tape. So 
quickly that one EYE can read and punch 100,000 cards per day. 





The Farrington Optical Scanner actually ‘“‘sees.” Its video 
eye sweeps every character twenty-five times to pick out its 
identifying features. It recognizes digits, letters, and can even 
be programmed to identify a variety of symbols. Only the EYE 
reacts to visual impressions. 


If you have three or more operators who read and punch, 
you can probably use an Optical Scanner to advantage. 
Only Farrington makes it. 


Farrington Optical Scanners are now automating key-punch operations for companies like: 


A.T.&T, NATIONAL BISCUIT COMPANY THE READER’S DIGEST STANDARD OIL CO. OF CALIFORNIA 


FARRINGTONg 


For further information, write Farrington Electronics Inc., Needham Heights 94, Mass. 





it; (2) a recruiting program which 
is specifically designed to attract 
men with these qualities; and (3) a 
sound selection program by means 
of which you can accurately and 
reliably determine whether an ap- 
plicant does or does not actually 
possess the necessary qualifications. 

Many people who ought to know 
better have the idea that all sales 
jobs are much the same. Different 
sales jobs differ with regard to the 
experience, schooling, _ physical 
characteristics, mental ability and 
personality traits which they re- 
quire. They also differ widely with 


the 
quality < 
reserve 
Seating 
designed 
for multiple 
function 


regard to the basic motivations 
which they either do or do not satis- 
fy. Because of these differences, no 
matter how successful a salesman 
has been somewhere else, you can- 
not safely predict his success on 
your job without carefully match- 
ing him to it point by point. 

When the right men have been 
selected, sales training will give 
them information, tools and tech- 
niques to increase their productivi- 
ty. 

Even well-selected and trained 
men will not perform well unless 
they are properly compensated and 





Converts areas to do triple duty. Fills the 
many auxiliary seating needs of offices and 






FOLDS FLAT! 





De Luxe 
Folding 
Arm Chair 


institutions. Easily stored in minimum space... 
always ready for sales meetings, planning 
sessions, conferences, coffee breaks, etc. 


GUARANTEED FOR TEN YEARS 


FUNCTIONAL FOLDING CHAIRS 


Available with or without tablet arm and as a fully 
upholstered arm chair in a wide choice of decorator 
colors and fabrics. Models for every office and _insti- 
tutional seating purpose. 


WRITE 47TA FOR DETAILED INFORMATION 


CLARIN MFG. CO., 4640 W. Harrison, Chicago 44, Illinois 
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adequately supervised. (A good in- 
centive compensation plan could 
come close to doubling your men’s 
production.) But, most important 
of all, you must have aggressive 
hard-driving sales supervisors at alf 
levels who will let your men know 
precisely what is expected of them, 
be available to help them with their 
problems and consistently follow 
them up to insure that they are fol- 
lowing instructions. You cannot run 
a country club for your salesmen 
and expect them to produce. 


HOW CAN I EVALUATE 
RESEARCH? . . 


QuESTION: About seven years ago 
we established quite a costly re- 
search department. We brought in 
a young Ph.D. from a leading uni- 
versity to head it up, a man who 
came very well recommended by 
his professors. We have recognized 
that in basic research you cant ex- 
pect results right away, and we 
have given our research director a 
free hand. In particular, we have 
never pushed him to produce any 
directly applicable results. Never- 
theless, it has been seven years now 
and, as far as we can see, he hasnt 
produced anything—applicable or 
not. We certainly don’t want to be 
unfair to him. But, frankly, I’m be- 
ginning to wonder. How can we go 
about determining his true effec- 
tiveness? 

ANSWER: Research activities, like 
law or accounting, are specialties. 
If you are experiencing difficulties 
with your staff in either law or ac- 
counting, you bring in an outside 
expert to check on the competence 
and audit the performance of your 
man. The same thing is possible 
with your research department. 
There are several qualified consul- 
tants in the research field. (Arthur 
D. Little and the Battelle Institute 
are typical.) Invite their represen- 
tatives to come in and study your 
research director and his depart- 
ment, giving a confidential report 
to you. They know your field and 
can give you an impersonal, objec- 
tive report on your research direc- 
tor and on the work being accom- 
plished by him. They will then make 
recommendations covering the steps 
you must take to obtain the best 
return on your expenditures for re 
search. 
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WHY WON’T MY SENIOR 
MEN HELP THEIR JUNIORS? 


guEsTION: About three years ago we 
recognized our need for a manage- 
ment development program. We 
contacted the local university and 
worked closely with them in estab- 
lishing a combination on-the-job 
and classroom program. The class- 
room part of the program has oper- 
ated very well indeed, but I must 
admit that our part of the program 
has been woefully neglected. Each 
young man is supposed to serve as 
a special assistant to a senior execu- 
tive who gradually teaches him his 
job. But our executives are so over- 
loaded with work that they're not 
able to devote much time to coach- 
ing junior men. This means that in 
many cases promising young men 
are being used as clerical assistants 
or errand boys. On-the-job develop- 
ment is zero. How can we fix this 
so that our development training 
will have some positive results? 
ANSWER: Youd best start by revis- 
ing your ideas about how your on- 
the-job training will be accom- 
plished. Your “coaching” sounds 
great but it doesn’t work. 

You see, it takes a truly “big” man 
to be a good coach—a man who is 
self-assured enough not to worry 
about competition from his subordi- 
nates; a man who delegates definite 
responsibility and authority; who is 
magnanimous to the point of reveal- 
ing his “tricks of the trade”; who can 
review, suggest, comment, or raise 
questions rather than tell, order, 
interfere, or criticize directly. 

The men who people the vast 
areas of middle and upper-middle 
management just aren't up to this 
type of coaching. 

Some regard their juniors as a 
real threat to their own position 
and security. They give the training 
program “the business” through a 
pretense of busyness. 

Some would be perfectly willing 
to coach, but they don’t know how. 
They think they are doing what you 
want when they give these boys 
routine clerical assignments; these 
are all they have ever entrusted to 
any of their subordinates. This type 
of executive is a poor leader be- 
cause he delegates nothing. How 
can a trainee learn if his “coach” 
tushes right over to bail him out 
whenever there is a possibility of 
making even some minor mistake? 
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And some are incapable of coach- 
ing, because they don't know how 
to do their jobs themselves. 

What with those who wont, 
those who don’t know how, and 
those who cant, your program 
doesn’t have a prayer of success. 

Instead of the coaching program, 
adopt the tried and true idea of 
putting junior men on specific jun- 
ior executive jobs. Let them learn 
by having definite work assign- 
ments of their own, while you grad- 
ually move them up through suc- 
cessively more demanding and 


more complex jobs. Keep careful 
track of each man so that no one 
gets stymied on some routine as- 
signment; only those who don't 
have what it takes are allowed to 
drop behind. It has been proved 
again and again that a junior man 
learns much more from gradually 
broadened personal responsibility 
than he does from observing and 
talking with superiors while they do 
the job. The mistakes he makes are 
essential to the learning procedure, 
and part of the cost of a good execu- 
tive development program. 








Here’s how leading industrialists 
convey ideas successfully! 


Filmed presentations in modern industry have proven their value—for 
training, sales presentations and public relations programs. One key to 
successful use of AV materials is the screen upon which your program is 
projected. Da-Lite Projection Screens are the finest quality available— 





Serving 
industry 
for over 
halfa 
century! 


* WRITE TODAY! For 
literature and name of 
the Da-Lite franchised 

AV dealer near you 
for demonstration! 


whether you need an Electrol®*screen or a Vidiomaster 
portable tripod model. The White Magic glass- 
beaded surface permits big-picture vision with 
clarity and natural color. Da-Lite Screens with the 
new lenticular surface permit movie and slide 
presentations in rooms not completely darkened. 


D -ie 





SCREEN COMPANY, INC., WARSAW, IND. 


(Circle number 115 for more information) 


73 























THE MEN 


Thomas D. Cabot 


President 


Russell Allen 


Executive Vice President 


Boyd Britton 


Operations Vice President 


Owen Brown 
Sales Vice President 


Louis Cabot 
Financial Vice President 
THE COMPANY 
Cabot Corp. 


Boston 


THE DESIGNERS 


Rodgers Associates 
New York 


PHOTOGRAPHS BY SCOTT HYDE 
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Related—but 


mms At Cabot Corp. top executives are 
housed on the 15th floor of a brand new building in 
downtown Boston. The switch to contemporary decor 
was made from the traditional style of its old quarters 
when this venerable but vigorous New England firm 
moved to the modern structure. 

All executive offices are carefully coordinated 
design. Yet each bears the distinctive mark of the man 
who occupies the individual office. The feeling of 
planned unity is created by reiteration of colors, fab- 
rics, furniture and floor cov erings. Clean contemporary 
furniture—almost classic in interpret ation by Knoll— 
furthers the feeling of harmony of the whole. 

Each office is esthetically and functionally satisfy- 
ing as a background for conducting a worldwide car- 
bon black business—and equally satisfying to each 
executive's personality. 

Overall and individually, design and decor are or- 
derly, yet richly attractive and livable. Architectural 
details, which might mar the harmony of design and 
function, have been artfully transformed to create 
interesting focal points and “added utility. 

Handsomely grained walnut panelling and furniture 
add repeated pattern to each office. Predominant tones 
are strong, with liberal use of black and grey. 


This spacious room gives President Thomas D. Cabot an 
esthetic and functional environment for decision making. 
Its otherwise distracting structural column gains beauty 
and utility with ceramic tile and quartered walnut housing 
—enlarged to accommodate a closet. 
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WHERE THEY WORK 


personalized— offices 


FOR AN EXECUTIVE TEAM 


Hand colored photographic reproduction of world map 
covers an entire wall in the office of Financial Vice President 
Louis Cabot. Rest of the room repeats map colors—yellow 
grey, black. Contemporary sofa and tub chairs are con- 
venient and comfortable for informal conferences. 


Oriental motif is introduced in decor of Sales Vice Presi- 
dent Owen Brown’s Office. Shoji-screened storage wall en- 
closes otherwise prosaic building column. Black lacquer 
woodwork and accessories further the oriental feeling. Wall 
behind sofa is richly covered with Shiki silk. 
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Forthright color scheme throughout Boyd Britton’s office 
is red, black and brown. Difficult architectural detail is 
transformed here by ingenious design treatment. Free stand- 
ing column, overlaid with Venetian glass mosaic, rises from 
a stainless steel planter. 








Interesting solution to conventional photo display is 
found in the office of Executive Vice President Russell Al- 
len. Rich sepia tone prints are slotted in aluminum vertical 
channels—the exhibit can be changed at will. Masculine 
palette is green, grey, beige, black, yellow. 
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A New Way 
to Spur Gains in 
Productivity 





PROCESSING 








Sites with 
; 


‘ and EFFLUENT The 


PPA PPB PDP APP PAP PLP PPP PPP 


| 
; 
| 
W \ TER | RUCKER PLAN 
1 1 for 
in tremendous volume 
' a) Hourly Employees 
Ask for details of 40 river sites with 
large acreage, plenty of fresh water and/or 
for processing and disposal of effluent. ‘ 
All advantageously located in relation b) Executives and 
to rail, highway, water and air trans- n 
portation, as well as all utilities. | mid-Management 
















Write on your letterhead for recently 
published, illustrated book with topo- 
graphic maps of sites included. No 
obligation. 


ALABAMA 
POWER COMPANY 


Industrial Development Dept. 
BIRMINGHAM 2, ALABAMA 


PPA LAPOPIO OOOO 





Literature upon 
Executive Request 
FounDED 1929 
| | THE EDDy-RUCKER-NICKELS COMPANY 
Management Consultants 


6 Brattle Street 
| CAMBRIDGE 38, MASS. 


(Circle number 103 for more information) | 



















xt Pow tLe cel bt 


SAVE EXECUTIVE TIME @© REDUCE REFERENCE ERRORS @ BUY 


}HANO TAB FORMS 
Shaded 














































Columns ‘== 
Easy Reference Co 
AT NO EXTRA COST TRE et 


When reports go to “The 
Boss”, why not make them 
error-free, more readable, 
quick and easy to use 

for comparisons and figure 
analysis. Everyone will be 
pleased. Hano Lithographed 
Tabulating Forms with 
shaded vertical or horizontal <= 
columns are the answer. ak 
They are worth looking into 
right away. 


write for 
FREE SAMPLE PACKET NO. 101 


LITHOGRAPHED BUSINESS FORMS SINCE 1888 





COMPANY, INC. 
MAIN OFFICE AND FACTORY 
HOLYOKE, MASSACHUSETTS 


BRANCH PLANT 
MT. OLIVE, ILLINOIS 








b 
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New Products 
FOR THE MANAGER AND HIS STAFF 





New electric adding machine 
speeds figurework 
A 10-key electric adding machine 
has been introduced which is 25% 
faster than similar units, Monroe 
Calculating Machine Co. states. 
Because of its small size and 





Placement of repeat key on Monroe 
machine makes multiplication easy. 


weight, the new model is readily 
portable to point of need. 

The case is designed for comfort- 
able wrist support for fatigue-free 
operation. 

For complete details on this new 
adding machine, circle number 209 
on the Reader Service Card. 
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Tune out sound 
with laminated glass 

Now you can create a greater de- 
gree of quiet and privacy with an 
invisible sound barrier. 

The trick is accomplished with a 
new laminated glass. The _ trans- 
parent panels incorporate a thin 
sheet of Saflex plastic, developed 
by Monsanto Chemical Co. 

The new material is “tuned” to 
partially screen out frequencies of 
1,000 to 4,000 cycles per second. 
This is the range of many vocal and 
mechanical sounds. Thus, many un- 
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Finally, a single system automatic typewriter— 
it does its punching and its typing 
all with this one simple standard keyboard. 











R @ VY Ad. fT. Y 8. 8-2 Se 


Its name is Royaltyper. Its maker is Royal McBee. 
It is brand new. Its cost is in line with suddenly 
outmoded two-unit systems. 

Any typist can operate it, just as she operates her 
typewriter. Directions: roll in a piece of paper... flick 
a switch...type the first letter. This automatically 
punches the tape and the operator sees every word 
J oles we ole bale eubelommeselomo)beetomolvbelelevbelcmr-l-webemmolvineatoye(-tel 
systems. Then the machine takes over—all by itself. 
At 135 words a minute all day long. Number of 
copies: unlimited. Number of rest periods: none. 

Does your company ever have personalized first- 
copy mass mailings to get out? Is your company tired 
of paying the high cost of independent punching 
service, or of training employees to punch on com- 
plicated outmoded systems? Then get in touch with 
Royal McBee Corporation, Port Chester, New York, 
iCopMmavel Ub bab copwectctnleyeMeyeMelcmeyuctelembelcav mm avenucUinigeloom 


® 
Product of Royal McBee Corp., World’s Largest Manufacturer of Typewriters. 
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Seen tae cat een omen eernces 


A 
file clerk’s 
fancy 
always turns to 
thoughts of 
PENDAFLEX ! 


And why not? Oxford Pendaflex 
hanging, sliding folders create a year 
’round love affair in any office. The 
boss loves the accuracy of exclusive 
Pendaflex “Keyboard” selection. 
Office managers pledge eternal devo- 
tion to the timesaving efficiency of 
those fast-sliding folders. And, of 
course, file clerks are rapturous 
about the ease of Pendaflex finger- 
tip control of ail file drawers. 
Courting greater efficiency for 
your office? See your franchised 
Pendaflex dealer or mail the coupon 
for full details plus free File Analy- 
sis and complete Oxford Catalog. 


Oxford Filing Supply Co., Inc. 
Garden City, New York 









































FIRST NAME 
IN FILING 





OXFORD FILING SUPPLY CO., INC. 
4-11 Clinton Road, Garden City, N. Y. 
Please send free ‘File Analysis Sheet” 
and Big 60 Page Catalog of Filing 
Systems and Supplies. 
NAME 
FIRM 
STREET 
CITY 











ZONE STATE 
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desirable work and street noises 
are barred by the glass. 

Monsanto also reports the new 
laminated material is many times 
more effective than solid glass in 
suppressing sounds at 2,000 cycles 
per second. This is the frequency 
of sharper voice sounds such as “s” 
and “t”. In effect, it makes your con- 
versations unintelligible beyond 
the barrier—giving you greater pri- 
vacy. 





The special laminated glass is | 


ideal for partitions, dividers and 
window walls, wherever quiet and | 
privacy is paramount. 

For technical data on this new | 
glass, circle number 252 on the | 
Reader Service Card. 


MAIL HANDLING 





| 
Small, low cost postage meter 


imprints any needed amount 


The first postage meter to im- 
print directly on any mailing sur- 


| face has been developed by Tele- 


Norm Corp. Called the Postalia, 
the very small unit stamps as it 
rolls over a package, envelope or 
card. There’s no need to change a 
lever from direct to tape imprint 
and there’s no bother of pasting 
tape on packages. 

Only five pounds, it’s just half 
the weight of the lightest meter on 
the market and 70% less than that 
of the average meter, the maker 
states. 

The Postalia can be conveniently 
carried to any department when- 


| ever it’s needed. For larger volume 


mailings, it can be snapped into an 








New portable postage meter is small 








enough to be locked in desk drawer. 


_, KEEP AHEAD 


AS OF TIME 
” | : - 
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YEAR with 


KEITH 
CLARK and 
DEFIANCE 


CALENDARS........., 


possible business or personal use 
Order from your Stationery Supplier 
or direct. Write for catalogs 
The Calendars © The Standard of 
That Work For You the Stationery World 
Keith Clark, Inc. Defiance Calendar 
1451 Broadway Co., Inc. 


New York 36,N.Y. @ 1451 Broadway 


; a New York 36, N. Y. 
Phone: LA 4-4895 Phone: LO 3-2336 
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ONCE UPON A WALL 


-N0W ONE 





Portable—in 4 colors: 


Right instep with modern | Blue 

offices the Boston Cham- Green 

gon Portable Pencil Sandtone 
harpener saves time... | Gray 


builds efficiency. 
Order today from your 
local stationer. 





C. HOWARD HUNT PEN CO., CAMDEN 1, N.J, 
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no hands! 


Now, no other small-size copying machine 
makes copying so fast, easy, and econom- 
ical! With Bruning’s great new Model 120, 
you make copies in a single pass through 
the machine. No manual separation of 
original and copy after exposure. No 
reinsertion of copy for development. The 
Model 120 automatically separates copies 
and originals and stacks them. And you 
get the copies in seconds for only l¢ 
each for materials for letter size. See for 

* yourself how this one-and-only multi- 
purpose copying machine can slash clerical 
time and work, save you in countless ways 
for general office copying. Use the coupon 
below for fast action. 


iambic uaa 
Oa COGN OE t 


cd 











Charles Bruning Co., Inc. Dept. 11-G 

1800 Central Road, Mt. Prospect, Tl. 

Offices in Principal U.S. Cities : 

In Canada: 103 Church St., Toronto 1, Ontario 

[] Please send me information on your new Model 120. 


(] Please arrange for a Bruning Man to contact me 
about a demonstration. 





Name _ Title 











Company 
Address 
City 




















Wiley BOOKS 


MANAGEMENT 
CONTROL SYSTEMS 


Edited by DonaLp G. Matcoim, 
Operations Research Inc., and ALAN 
J. ROWE, System Development 
Corp. General Editor: LORIMER F. 
MCCONNELL, System Development 
Corp. With 27 contributors. The re- 
sult of a symposium held at System 
Development Corp., this book cov- 
ers the whole field of developing 
modern management controls, start- 
ing with current development and 
continuing with future predictions. 
Shows how computers make it pos- 
sible to design entirely new manage- 
ment patterns. Also deals with the 
use of computers to simulate com- 
pany activities for testing and evalu- 
ating the effects of policy and pro- 
cedure prior to adoption. 


1960 © 374 pages e $7.25 


EXPLORATION 
IN MANAGEMENT 


By WILFRED BROWN, Glacier Metal 
Co., London. Describes the organi- 
zational system which has evolved in 
the author’s own company. Regard- 
ed as a social institution in micro- 
cosm, this is the story of how an op- 
erating company became a cohesive 
society. It is a study with an authen- 
ticity and immediacy rare in man- 
agement studies. 


1960 © 322pages © InPress 


WORK IMPROVEMENT 


By Guy C. CLOSE, Aluminum Com- 
pany of America. This book details 
management principles applied spe- 
cifically to work improvement meth- 
ods and actual situations. Gives ex- 
amples from a wide variety of fields 
with stress on proven techniques and 
practical results. 

1960 © 388pages © $7.75 


SEND NOW FOR YOUR 
ON-APPROVAL COPIES 


JOHN WILEY AND SONS, Inc. 
440 PARK AVENUE SOUTH 
NEW YORK 16, N. Y. 











(Circle number 165 for more information) 


80 


electric drive letter sealer capable 
of processing 6,000 letters an hour. 

The new compact meter can im- 
print any stamp value up to $9.99 
in a single operation. Most other low 
cost meters have a maximum single 
imprint value of $1.09. 

The Tele-Norm meter leases for 
a flat rate of $8.50 a month, regard- 
less of total postage used. 

For more details on this meter 
approved by the U. S. Post Office, 
circle number 250 on the Reader 
Service Card. 


COMMUNICATIONS 





New tape recorder operates 
unattended for almost two days 

Paraphone, a new magnetic tape 
recorder, can record or play back 
without operator intervention for 
periods of up to 40 hours. 

Developed in Britain by Epsylon 
Industries, it features small size 
and lightness which make it easily 
portable. The unit measures 14 by 
14 by 12 inches and weighs 35 
pounds. 

Applications for the instrument 
include recording of engineering 
data and broadcast monitoring. Its 
long play feature makes it ideal for 
uninterrupted playback of programs 
for exhibits or background music in 
offices, plants or stores. 

For more information on Para- 
phone, write to Epsylon Industries, 
Faggs Rd., Feltham, Middlesex, 
England. 


OFFICE DECOR 





Dress up executive quarters 
with handprinted scenics 


Birge Co. has designed an inter- 
esting set of scenic wallcoverings, 
suitable for use in reception areas, 
boardrooms or executive suites. 

The murals, handprinted on 
vinyl, offer a choice of 14 imagina- 
tive motifs. One, “Pattern of Pow- 
er,” is an abstract rendering of an 
industrial panorama. The entire 
scene covers over nine feet of wall 
space and is priced at $85 for a set 
of four panels. Other scenics range 
in cost from $65 to $110. 


For details on these new decora- 
tive Birge wall panels, consult a 
local wallcovering concern or circle 
number 242 on the Reader Service 
Card. 


WHAT MAKES A 
OF.N O10) WK): 
B = ACCURATE? 


| We’re proud of the mechanical accuracy 
of the Friden fully automatic calculator. 
But neither it nor any other calculator can 
get a right answer from a wrong entry. 
The calculator that allows the smallest 
margin for operator error will actually 
prove to be the most accurate. 

The Friden SBT requires fewer manual 
keystrokes, fewer operator decisions than 
any other calculator on the market* Jn 
terms of day-to-day output, this makes it 
the most accurate calculator you can buy. 
For a no-obligation, ten-minute demon- 
stration of “The Thinking Machine of 
American Business,” call your Friden 
man or write: Friden, Inc., San Leandro, 
California. 

*This is PRACTIMATION: automation 
so hand-in-hand with practicality there can 
be no other word for it. 





© 1960 FRIDEN, INC: 








FRIDEN, INC.. SALES, INSTRUCTION, SERVICE 
' THROUGHOUT THE U.S. AND THE WORLD. 
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‘NCR Paper 


more than repays its entire yearly cost... 
every six months.” 


“We use NCR Paper (No Carbon Required) 
for more than 45 forms. NCR Paper is used in every 
home office department from Personnel to Shipping, 
as well as ia our four plants and 54 sales and service 
branches throughout the country. New applications 
for its use are being found constantly. 


“NCR Paper enables us to get clearer, cleaner 
copies that provide speedier, more accurate records. 


We do not have to insert or remove carbons. With 
NCR Paper, originals and copies are picked up as 
a complete unit. This saves us valuable time and in- 
creases employee satisfaction. 


ASK YOUR LOCAL PRINTER OR FORMS SUPPLIER ABOUT NCR PAPER 


ANOTHER PRODUCT OF 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES * 76 YEARS OF HELPING BUSINESS SAVE MONEY 
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TRAILMOBILE ixc., Cincinnati, Ohio 


“By placing a money value on the time savings 
and the many other advantages, we estimate NCR 
Paper is saving us its entire yearly cost every six 
months.” 


Wlpacarss 


Vice President - Administration TRAILMOBILE ine. 
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time 
your most valuable 
raw material — 






save it with 
the fully automatic... 


time recorder 


On the job in your organization, 
the Lathem 8800 Time Recorder 
can minimize the tardiness that can 
cost you hundreds of dollars an- 
nually ... eliminate disputes since 
every man is his own timekeeper 
. » . and provide accurate records. 


Accurately, time is registered the 
instant the time card is inserted... 
in two colors and correctly posi- 
tioned, with IN and OUT separated 
in two columns. Impossible to over- 
print. Yet this completely automatic 
8800 Time Recorder is priced with- 
in the range of typewriters. 

Send today for full details. 


_ LATHEM 


LATHEM TIME RECORDER CO. 
98 Third Street, N.W., Atlanta, Ga. 


1 
\ 

! 

\ 

GENTLEMEN: 
Without obligation, please send me full | 
information, including prices, about ; 
the completely automatic 8800 Time , 
Recorder. ! 
! 

NAME ; 
COMPANY ' 
STREET ; 
City ZONE : 
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Write better 


continued from page 45 


you are more likely to write it as it 
should be: “We realized we would 
have to make drastic changes.” No- 
tice how much more interesting the 
second version is. Chances are, even 
the writer would feel the enthusi- 
asm generated by his more interest- 
ing style, and would be swept up in 
sort of a chain reaction leading to 
still more enthusiasm reflected in his 
writing. This, we have found at 
IWI, is an important reaction in the 
psychology of writing. 

People in your sentences make 
the writing more accurate too. The 
passive voice sentence, “It was real- 
ized that drastic changes would 
have to be made” is not only dull 
but inaccurate. It leaves unan- 
swered the important question, “By 
whom? Who realized it, and who 
would have to make the changes?” 
Its active voice translation, “We re- 
alized we would have to make dras- 
tic changes” leaves no doubt. Peo- 
ple in the sentence make the differ- 
ence. 


6. Know your subject 


Sounds ridiculous, doesn’t it. But 
you might be surprised to see, as 
we have seen at IWI, how many 
businessmen don’t really know all 
they should about the subject they 
are writing about. As a result, they 
try to cover up with vague general- 
ities that are at best ambiguous, at 
worst meaningless. Or, they try to 
learn as they write. This learn-as- 
you-go method creates some of the 
dullest, most uninspired and unin- 
spiring prose in industry. 

We are not suggesting that exec- 
utives are not well enough in- 
formed. Certainly most men in busi- 
ness with responsible jobs hold 
those jobs because of their ability. 
But human nature makes many 
people try to sound more informed 
than they really are—especially in 
writing, for some mysterious reason. 
When that happens the writing falls 
flat. And it doesn’t fool the real ex- 
perts. There is still no substitute for 
expert knowledge when one is writ- 
ing. The real expert has confidence 
in himself and in what he is writ- 
ing. And he usually has more en- 
thusiasm for his subject than the 
not-so-expert. His self-confidence 
and enthusiasm show through in his 
writing. He is more likely than most 


A professional 
salesman 






in a 13 lb. 
package... 


New DuKane “Flip-Top” 
projector makes every neophyte 
salesman a pro... Doubles 
effectiveness of experienced 
sales staff. Delivers the 
message the way you want it, 
complete with sight and sound. 
Just open the lid, plug in, 
insert record—the “Flip-Top” 
starts selling instantly. 

See a free demonstration at 
your desk. Write: 


DwKawne CORPORATION, 
DEPT. MM110 ST. CHARLES, ILLINOIS 
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How To Get Things Done 
Better And Faster 
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s& Gives Graphic Picture—Saves Time, Savei 
Money, Prevents Errors 

sv Simple to operate—Type or Write on Cards 
Snap in Grooves 

sy Ideal for Production, 
Scheduling, Sales, Etc. 


sy Made of Metal. Compact and Attractive 
Over 500,000 in Use 


Full price $49°° with cards 
FREE 24-PAGE BOOKLET NO. M-200} 


Traffic, Inventory 





Without Obligation 








Write for Your Copy Today 


GRAPHIC SYSTEMS 
YANCEYVILLE, NORTH CAROLINA 
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WHICH SALESMAN 
HAD THE TONIC? 


That’s an easy one. There’s one business tonic that never fails. It is a spir- 
ited contest . . . with merchandise prizes. Without such a tonic, now and 
then, salesmen naturally slow down. And so do sales. Our promotional 
programs have stirred up an uncommon amount of interest. Sales Man- 
agers keep telling us: “Your programs have zest and originality” .. . 


“your materials are great’ .. . “the merchandise is exciting and well 
selected” . . . ‘what | like best is your Allowance Plan; my sales mate- 
rials now cost us nothing ... we appreciate your lower prices on the 


merchandise in your Prize Books”’. 
May we tell you more? 


Khe. lat 


PREMIUM & INCENTIVE DIVISION 
G. Rechlin, Manager 








444 W. WASHINGTON ST., CHICAGO 6 (Phone Financial 6-5400) 
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to apply Principles one through five 
correctly, because he isn’t trying to 
impress anyone. 


How to organize material 
Start your written piece by tell- 
ing the reader the gist or conclusion 
right away. This may sound back- 
ward, but remember, you're not 
trying to write a mystery novel. 
There’s no need to keep the reader 
wondering until the very end 
whether or not the butler did it. 
Engineers and scientists often feel 
they should report a project with 
the conclusion last. In a sense it is 








“a new 
Thomas Collator 
sure solved 
a lot of problems 
around here” 


It’s my job to look for trouble— 
preferably before it starts—but one 
job that always caused me plenty 
of headaches was this business of 
gathering duplicated pages into 
sets. It’s always the same—too little 
time—not enough help—and plenty 
of grumbling by the girls. 

It wasn’t until I had talked to the 
Thomas people that I realized our 
present method was as obsolete as 


logical that they should think this 
way, but what is right in arriving at 
a conclusion is wrong in reporting 
how you arrived at it. The conclu- 
sion should still go first. The engi- 
neer or scientist often assumes that 
the natural way to report his work 
is to relate it in the same order that 
he did it. But hindsight is always 
20/20. With the results or conclu- 
sion first, and then the step-by-step 
procedure, the reader can study and 
digest each step as he goes, because 
he can compare it with the end re- 
sult. And he can stop anywhere in 
his reading to clarify in his mind 





the roll top desk. With our new 
Thomas Collator one girl does the 
work of six ... without the mad 
scramble of last minute deadlines. 
What’s more, the way it looks, the 
machine will pay for itself by the 
end of the year. 

Why not call the Thomas people 
for more information or an actual 
working demonstration? If you’re 
like us, you’ll be glad you did! 


We Thomas Collators Inc. 
aico 


100 Church St., Dept. D, N.Y., N.Y. 
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how a particular step fits into the 


overall picture. Without that con-] 


clusion at the beginning, he doesn’t 
know what the overall picture is un- 
til the end. Any clarifying or digest- 
ing along the way requires reading 
the report twice. 

For businessmen who are not en- 
gineers or scientists, the principle 


is the same. Put the conclusion first. } 


For example, if you are writing a 
report on your opinion of coffee 
breaks in your company, don’t wait 
till the end to tell whether you are 
for or against them. Rather, give 
your opinion first, then tell why. 

Regardless of the type of writing, 
keep your information in order. 
Whether you tell events in the or- 
der in which they happened, or 
present arguments in order of im- 
portance, use some order. Don’t 
jump around. 


Logic in your writing 

It is a pity that everyone is not 
required to take a course or read a 
book on Aristotelian logic—not only 
for writing, but for almost all ex- 
periences involving clear thinking 
and the necessity of dealing with 
people and situations. 

Take a tip from lawyers. Much 
has been written about the com- 
plexitv of legal writing, and how un- 
necessary most of that complexity 
really is. Many of these criticisms 
are well-founded. But at least this 
much can be said in favor of legal 
writing: it is always logical. It al- 
ways builds step by step from one 
point to another. Try a little of the 
legal technique in your own writ- 
ing (being careful, though, not to 
be influenced by lawyers’ tendency 
to use big words unnecessarily ). 


Don’t be bound by rules 

Many writers get into trouble be- 
cause they stick unflinchingly to 
formal rules. But there are cases 
where it is better to break a rule for 
simplicity’s sake. Furthermore, 
many of the rules have probably 
changed since you learned them in 
school. You probably learned, for 
example, not to end a sentence with 
a preposition. Today, a preposition 
is considered a fine word to end a 
sentence with. And you probably 
learned that you can’t begin a sen- 
tence with “and” or “but.” But you 
can. You can even use sentences 
that are grammatically incomplete, 
if you're skillful enough. Sometimes, 
anyhow. & 
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Leading Defense and Business Organizations report: 


PHILCO COMPUTER CENTER... devoted exclusively to the develop- 
ment, engineering, production and marketing of Philco Computers 


PHILCO 


El Famous for Quality the World Over 


Most Data Processing 
for their dollar 


The Philco 2000 Data Processing System is now in use 
by many important organizations for business, scientific 
and military computation. All of these users report 
extremely low cost per unit of data processed... and 
that’s the real measure of computer efficiency and 
economy. With the world’s fastest overall system speed, 
the Philco 2000 is providing these users with more data 
processing for their dollar than is possible with any 
other system. Isn’t that what you’re looking for in a 
computer? A test run of one of your own toughest 
problems will prove that you'll get more for your 
money with a Philco 2000. We’ll be glad to arrange 
such a test, without the slightest obligation. 


PHILCO CORPORATION @® GOVERNMENT AND INDUSTRIAL GROUP ®@ COMPUTER DIVISION @® 8900 WELSH ROAD, WILLOW GROVE, PENNSYLVANIA 
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AN “EARLY WARNING SERVICE 
ON SCHOOL CONSTRUCTION 


= As much as 12 to 18 months or more be- 


=" For every important school district in the 
U.S. 


=" For modernizations as well as new struc- 
tures 


This is the only service of its kind that sellers to the public school market can obtain to- 


fore the starting date of the school 


=" Jn many cases before the architect is ap- 


pointed 


day. It tells, on a national basis, when a new school is being “contemplated.” 


HERE’S WHAT YOU CAN GET 


For every contemplated school construction 
project in every school district in the United 
States with over 300 pupils—as much as 12 to 
18 months or more before ground is broken: 


—name of school district (including U. S. Gov- 
ernment’s state and county code number ) 


—name and location of architect (if appointed) 

—type of structure 

—pupil capacity 

—estimated cost (and whether or not funds are 
available) 

—special purpose areas 

—approximate starting date 


You can have the above information in two 
forms of Action Reports: 


1. Individual Slips 


Envelope-size slips giving, on separate sheets, 
all the information for each new structure, addi- 
tion, or modernization. 


2. Listing Sheets 

Large, accounting-size sheets combining all the 
information for about twenty new projects on 
each page, arranged alphabetically by state, 
county, and school district. 

For complete details and costs, drop us a note, 
or contact any of the offices listed below. 


SCHOOL 
CONSTRUCTION 








How You Can Use This Information 


Basically, you can use these advance tips to help 
you make certain that your product or service 
will be considered by every district that is planning 
to build or modernize a school. 

Here are some examples of practical use of this 
information: 


Sales Leads To alert local distributors or salesmen 
to an important sales opportunity in their territory 
(the Individual Slips are ideal for this and can be 
sent directly to your field personnel if you wish). 


Follow-up To keep a record of sales leads sent to 
the field, for sales control or later follow-up (if the 
field men get the Individual Slips, the home office 
should have a duplicate set of Individual Slips, or 
the Listing Sheets). 


Mailing List To develop an up-to-date and accurate 
mailing list of the school districts that are actually 
planning to spend money for school construction 
. .. SO you can provide them with basic sales litera- 
ture and also conduct a reminder campaign. 


Architect Contact To develop a good list of active 
schoolhouse architects . . . so you can cover this 
important group, too. 


Sales Forecast To make accurate sales projections 
based on contemplated activity in each area... so 
you'll know where to concentrate sales effort. 


Sales Intelligence To give the home office insight 
into the local area . . . as a supplement and a check 
on information supplied by salesmen, distributors, 
or dealers. 








SERVICES 4 division of SCHOOL MANAGEMENT MAGAZINES, INC., 22 W. Putnam Ave., Greenwich, Conn. 


Sales Offices: NEW YorK — 14] East 44th Street; CuH1caAGo —612 North Michigan Avenue; CLEVELAND — 65 Public Square; SAN FRAN- 
cisco — The Robert W. Walker Company, 57 Post Street; Los ANGELES — The Robert W, Walker Company, 730 South Western Avenue. 
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European Manager 
continued from page 42 


“The European is better off in terms of money retained 


and job security.” 


echelons are not looked upon with 
the same degree of confidence re- 
garding their management capac- 
ity as in America. 

Too few managers. Furthermore, 
both the heavy losses of men dur- 
ing World War II and _ the fast 
growing business after the war have 
produced serious problems due to 
lack of managerial talent in the ris- 
ing generation. These losses are in 
the 30 to 40 year old age group 
which would probably be high 
enough in the echelon to be consid- 
ered “middle management.” Be- 
cause of this numerical shortage of 


managers, the top European manag- 
er does not have much chance to 
delegate authority even if he is 
aware of the need to do so. The 
lack of delegation, of course, over- 
burdens the manager at the top 
and deters him from his primary 
management tasks. 

On the other hand there is some 
neglect of organization principles 
which, to a certain degree, reflects 
the basic European management 
philosophy. Some American observ- 
ers feel that normal delegation is 
not exercised because of the fear of 
loss of prestige or power by the 


Profile of A JOVIAL BRITON 
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Norman Grimshaw, 38, is chairman 
and managing director of Vitafoam 
Ltd., manufacturers of latex foam in 
Manchester. The company employs 
1,200 people, does an annual business 
of about $11 million. 

Mr. Grimshaw was trained at the 
Rubber Technical College, speaks 
only English, has four young children. 

He is an owner of Vitafoam Ltd., 
which is not a family concern. Five 
key men control the management. 

He works six days a week, from 
8:45 a.m. to 6:00 p.m., never carries 
work home. He takes a leisurely, so- 
cial lunch which is his midday respite 
from business. However, he reports 
that he does do considerable business 
entertaining. 

His vacations consist of trips to 
North Wales for three weeks in the 
summer, a week at Easter, and a week 
at Whitsun. He takes off another week 
at Christmas. 

Mr. Grimshaw describes his chief 
job as forming management policy. 
He has set his goal at doubling the 
size of the business in the next three 
years; he aims most of his efforts at 
this end. 

Do American businessmen, with 
their seemingly brusque efficiency, ir- 
ritate him? 

“I’m never irritated by people,” he 
says. “I like Americans and I think we 
can benefit both ways from an ex- 
change of know-how.” 












































. . 
Change typing 100% 
lV, 
00 
Use this amazing new 100% 
device to correct typo- SN 
graphical errors quick- 





ly, easily, invisibly ... and for- 
ever eliminate the use of erasers! 


KO-REC-TYPE is a specially coated strip that 
enables you to remove a single character or a 
whole sentence—so perfectly it defies detection. 
Simply slip strip of magic KO-REC-TYPE over 
error, retype mistake, & it vanishes completely. 
Now make the correction & behold! a 
professional, letter-perfect job. No ugly smudges, 
no sloppy strike-overs. no wasteful recopying. 
KO-REC-TYPE corrects while paper stays in 
position in the typewriter. KO-REC-COPY cor- 
rects carbon errors simultaneously! Each package 
of KO-REC-TYPE or KO-REC-COPY includes 
directions and enough strips for thousands of 


errors—132 square inches of 

perfection. Order both KO- $] 19 
REC-TYPE or KO-REC- 

GME Bie rk 2 oe ier ben each package 


QUANTITY DISCOUNTS: 
dozen packets—list price—less 10% 
3 dozen packets—list price—less 15% 
6 dozen packets—list price—less 20% 
1 gross packets—list price—less 25% 


# 
Dept. M110, Flushing 52, New York 
(Circle number 130 for more information) 


Satisfaction guaranteed. 
Send check or money order. 


Better Scheduling Control 
Now Only $24.50 








ROL-A-CHART, JR. is a complete 
scheduling system, so compact that 
it can be worked at a desk or carried 
in one hand. Write on/wipe off 
entries are made with a marking 
pencil on an endless, rotating, 
plastic sleeve. As this sleeve is 
turned ahead each day or week, all 
schedules move up so no deadlines 
or appointments can be overlooked. 
Rol-a-chart, Jr. is the easiest sched- 
uling device to keep up-to-date. 
Use it to schedule everything from 
orders, production and sales to 
personal appointments. Priced com- 
plete at only $24.50. For FREE 
ROL-A-CHART SCHEDULING 
GUIDE and sample chart section, 
write to ROL-A-CHART, JR., 
494 Jefferson St., San Francisco 9. 


(Circle number 167 for more information) 
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“PORTABLE OFFICE” 


MICROFILM SYSTEM BY 


. PHOTOSTAT CORPORATION 
\ Photostat and only Photostat gives you all this: 
; @ Truly compact portable 16mm microfilm camera weighs only 


21 Ibs.—lets you film records on the spot, review them at your own 
office. 

@ Interchangeable film magazines in 10-, 25- and 50-foot lengths let 
each department film, file and find records by subject . . . save time, 
trouble and film. 


@ More than 1400 exposures of letter size documents on a 50-foot 
film. Costs are less than $.001 per document. 


@ Rapid flow action films 83 ft. per min. New drive mechanism and 
film advance indicator provide infallible documentation of records. 


e@ High speed developing by Photostat’s own processing stations 
across the country assures you of prompt delivery of processed film. 


Complete your system with the PHOTOSTAT Portable Reader. 





PHOTOSTAT®—THE MOST RESPECTED NAME IN GRAPHIC REPRODUCTION 
PROJECTION PHOTOCOPYING « OFFSET DUPLICATING + PROCEDURAL MICROFILMING * OFFICE COPYING 


Please send me detailed information on: [ PROCEDURAL MICROFILMING EQUIPMENT AND SUPPLIES 


00 PROJECTION PHOTOCOPYING EQUIPMENT AND SUPPLIES 


Ee Ok 900 AOR ee ee ts Si a iar ole 
: (] OFFSET DUPLICATING EQUIPMENT AND SUPPLIES 
ali ale a ema aaa O OFFICE COPYING EQUIPMENT AND SUPPLIES 
ESE OD AS 28 1 ee nee ae 
"ide on SOL a ) PHOTOSTAT CORPORATION 
ROCHESTER 3, NEW YORK 
ee as One. A SaaS Eee ae A SUBSIDIARY OF Itek CORPORATION 
(Circle number 173 for more information) 
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“The European manager is still fundamentally autocratic and 


individualistic in outlook.” 


European manager. When _ this 
condition exists, there are many 
ramifications. Subordinates are not 
developed, information is not dis- 
tributed, management cooperation 
is not enhanced. 

In general, improvement in or- 
ganization practice appears to be 
one of the big management oppor- 
tunities available to European busi- 
ness. 

Organization structure 

® The organization structure of 
European companies is a reflection 
of the autocratic method and the 
limited ownership. The average 
company structure, when charted, 
tends to be that of a tall thin pyra- 
mid as opposed to a short stubby 
one in the U.S. In other words, 
there are many levels of manage- 
ment between the general manage- 
ment and the worker. 

A comparison between a Ger- 
man and a U.S. steel company of 
comparable size of total employees 
reflects this structure. As seen in 
these figures, the German firm has 
86 employees in its work force to 


Middle 
manage- Em- 
ment’ ployees 
U. S. 
steel firm 537 15,431 
German 
steel firm 183 15,800 


every one member of middle man- 
agement. In the U.S. firm this ratio 
is 28 to 1.* On the other hand, 
there are fewer people at the top 
echelons with broad management 
authority—again typical of family 
oriented businesses. 

Line and staff. This structural 
characteristic is also reflected in 
the less developed use of staff than 
is found in American companies. 
The line-staff relationship is not 
nearly as common as in America, 

text continued on page 91 





* F. H. Habrison et al., “Steel Management on 
Two Continents,” Management Science, October 


1955 
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Profile of 
A YOUTHFUL GREEK 





Farmakis Nicholas, 32, is aggres- 
sive, personable, educated in America. 
He is executive director of Perelli- 


Hellas Tyre 
Co. in Athens. 

A member of a distinguished Greek 
family, he came to the U.S. in 1948 
to study, first at Mount Vernon School 
in Northfield, Mass., then at Bryant 
College, Brown University, where he 
majored in sales and industrial man- 
agement. 

When he returned to his country, 
he served for a period as an officer in 
the Greek Royal Artillery. Upon his 
discharge, he was named to the board 
of directors of Ethel Rubber Co. In 
this capacity, he undertook a study of 
the feasibility of establishing a new 
tire and rubber company in Greece. 
This eventually led to the establish- 
ment of the company of which he is 
now executive director. 

His executive approach is based on 
sound politics, scientific management, 
and a firm belief in American meth- 
ods. 

In Greece, which boasts three of 
the 10 richest businessmen in the 
world, money making is considered a 
national sport. However, business is 
often hampered by government regu- 
lations and red tape. To operate suc- 
cessfully there, it is necessary to un- 
derstand and abide by the customs 
and rituals that cling to business. 


and Rubber Products 





STRENGTH 





New York Giants defensive linemen 





‘Samsonite All-Steel 
Folding Chairs go through 
torturous spring training... 


USE AND ABUSE 
TESTS PROVE 
SAMSONITE’S 


Also available, 
PlastiShield Chair 
with vinyl 

bonded to seat 





GIANTS can’t hurt these chairs, 
thanks to electrically welded tube 
steel. You also get comfort...con- 
tour seats and backrests; easy fold- 
ing...legs glide open; safety...self- 
adjusting hinges won’t slip; finish 
...snag-free, chip and rust-resist- 
ant. 11 colors. 


now at a new low price 


Samsonite 


folding chairs 


For church, school, club, other 
group seating information see 
Yellow Pages or write: Shway- 
der Bros., Institutional Seating 
Div., Dept. MM-110, Detroit 29, Mich. 
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are not the same 





This is a MAC Panel control panel, a product 
precisely engineered for use with IBM punched 
card and data processing equipment. And, there 
is a difference between this panel and others. 


If you place another make of panel next to this 
one, both may look the same; lift still another 
panel and compare with this one and it may even 
feel the same. 


Where, then, does the difference lie? Why is 
this MAC panel—or any MAC Panel product, for 
that matter, different from others? Wouldn’t 
other panels be just as good if, in one instance, 
one had the same sharp appearance, another pos- 
sibly felt as light and as easy to handle? 


No! It takes more than just one or two qualities 
to make a good control panel. If other panels had 
all of the qualities, they would be just as good. 
But here’s the important difference. They don’t! 
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Write today for this free book- 
let that shows you how impor- 
tant it is to know what to ask 
for when buying control panels. 
Better yet, ask your MAC Panel 
representative to demonstrate 
the benefits you get when you 
specify MAC panels and wires. 
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Representatives throughout the United States,inCanada,and Latin America 


MAC PANEL COMPANY, High Point, North Carolina 


(Circle number 138 for more information) 
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text continued from page 89 

strangely enough, since some of the 
basic staff concepts were devel- 
oped by the German military gen- 
ius, von Clausewitz. In fact, there is 
no German translation for “line- 
management, as the term is used 
in America, 

In connection with staff, the or- 
ganization structure of certain func- 
tions is less significant than in 
America. This is particularly true of 
the “personnel” function, which is 
seldom organized at the top level. 
Similarly, even when in a com- 
pany as a departmentalized func- 
tion, it is normally limited in scope. 
Personnel, in the broad sense of 
that word meaning selection, com- 
pensation, management develop- 
ment, appraisal, recruitment and 
related practices, is rare indeed. 
The same might be said about fi- 
nance and accounting. Finance in 
terms of financial planning may be 
in the hands of bankers. Cost ac- 
counting is a relatively undevel- 
oped technique and is not in a 
prominent management position. 

One structural characteristic in 
Europe, particularly in Germany, 
that is quite unique is the practice 
of “two headed” management. Two 
men may have a joint and equal 
responsibility for running a plant, 
one being technically oriented, the 
other being accounting oriented. 
The degree to which this is success- 
ful, of course, depends on the com- 
patibility of these two men. 

Management separateness. The 
structural characteristics of Euro- 
pean management are at times re- 
flected in the corporate organiza- 
tions themselves. For instance, the 
marketing and commercial activi- 
ties may be organized in a separate 
corporate entity from the technical 
and production activities. More- 
over, the financial affairs may also 
be in other hands—perhaps in the 
hands of private bankers. Needless 
to say, when these separate corpo- 
rate managements exist, the cohe- 
siveness found in American man- 
agement is lacking. 

Management philosophy 

@ Probably the basic difference in 
organization practice between 
Common Market and American 
management is in the realm of 
management philosophy. In a 
word, the European manager is still 
fundamentally autocratic and _ in- 
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This new Gambin plant was built in 11 months. 


often dominates European companies .. .”” 


Profile of A BUSY FRENCHMAN 


“Americans,” says Paul A. Gambin, 
“suffer from a certain slowness in 
making decisions over apparently 
simple problems.” 

Fast acting Monsieur Gambin, 38, 
is president of Gambin S. A., a com- 
pany that manufactures machine tools. 
He has just moved his company from 
a Paris suburb to a brand new plant 
in the French Alps. 

The modern plant, in Viuz-en-Sal- 
laz, was built in just 11 months. It 
took President Gambin only three 
weeks to move the entire business 
across more than 800 miles to the new plant, and get things running at 
a new level of efficiency. The move involved transferring the families 
of 150 employees. 

Gambin S. A. has 375 employees, does about $2% million in sales 
annually. There are about 200 stockholders, but Paul Gambin and his 
mother hold the controlling interest. The company’s management con- 
sists of President Gambin, a managing director, a financial director 
(who is a joint managing director), and a production manager. 

Paul Gambin is married and has five young children. He attended 
the Conservatoire des Arts & Metiers; he speaks German and some 
English. 

He is the kind of executive who works hard, likes to get things 
done fast. He is at the office at 7:15 in the morning, and works 
through until 6:30, with an hour or an hour and a half out for lunch. 
He puts in a 54-day week. 

He takes three or four weeks of vacation a year. He used to vaca- 
tion in the French Alps, but now that he has moved his plant there, 
he is faced with the problem of finding a new place to go. 

President Gambin looks at his job primarily in terms of promoting 
ideas and action, and coordinating work. It is his job, he says, to 
stimulate initiative in all departments, and to create a dynamic atmos- 
phere within the company. He also devotes himself to long range policy 
planning and product development. 

Paul Gambin sees advantages to closer ties between European and 
American businessmen. “More competition,” he says, “would stimulate 
technical progress. Progress would be furthered by increasing the 
exchange of technical and research data.” 





“Secrecy of salary is a reflection of the family atmosphere that 
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THREE WAYS TO SELL 
BANKING SERVICE 


*1, Run an all-out sales campaign 
and reward staff performance. 


*2. Strengthen customer ties at 
special occasions. 

*3 Recognize employee faithful- 
ness. 


* STIMULATION» W&A customized jewelry ! 


12 page booklet. 


WILLIAMS & ANDERSON CO. 


INDUSTRIAL DIVISION 
Emblem Manufacturers since 1901 


14 Third Street, Providence 6, R. I. 
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“The business regime, often as not, is in the 


dividualistic in outlook. The busi- 
ness regime may well be a benevo- 
lent autocracy. But more often than 
not, it is autocratic. 

This is a perfectly normal devel- 
opment when we examine the own- 


ership characteristics of European 
companies. They are, for the most 
part, closely held companies. This 
is true even in the cases of many 
of the listed companies (although it 
is impossible to make a shareholder 


Profile of a SALES MINDED DUTCHMAN 





Brabantia N.V. is a family owned 
company in Aalst (N.B.), The 
Netherlands. The company makes 
metal household articles. 

Founded as a humble workshop 
by Johan van Elderen (center), 
the company now has 600 employ- 
ees in The Netherlands, Belgium 
and France, and does an annual 
business of about $38 million. 

“Papa” van Elderen, 74, has now 
turned over most management re- 
sponsibility to his two sons, Chris- 
tianus (left) and Cornelis (right). 

How a typicai Dutch executive 
works and thinks is illustrated by an 
interview with sales minded Chris- 
tianus. 

Christianus van Elderen, 49, is 
managing director in charge of all 
commercial operations. Married and 
the father of six children, he was 
educated in The Netherlands, 
speaks Dutch and German. 

Reporting directly to him are the 
company’s salesmen, export mana- 
ger, chief clerk, advertising mana- 


ger, and also the public relations 
adviser. 

He works 5% days a week, usually 
from 8:30 until 6:00, with two hours 
out for lunch. Asked if he commonly 
negotiates business at lunch, he 
says, “No, I want to live a long life.” 

He takes a month’s vacation in 
the summer for travel in Italy and 
France, sometimes takes another 
two weeks off for winter sports. 

Christianus van Elderen feels that 
American businessmen suffer from 
a superiority complex, but he some- 
times adopts American sales promo- 
tion methods. For example, last 
year he set up a “Eurokitchen” ex- 
position, featuring typical kitchens 
from various countries in Europe— 
all including Brabantia products, of 
course. This year the company spon- 
sored a concert featuring an espe- 
cially composed song, the “Braban- 
tia March,” rendered by an “orches- 
tra” of housewives playing on vari- 
ous household utensils manufac- 
tured by the company. 
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form of an autocracy.” 


comparison with American compa- 
nies because of the European “bear- 
er’ shares which do not designate 
actual ownership and are held usu- 
ally by banks for the owner). 

Such major automobile compa- 
nies as Fiat in Italy, Mercedes Benz 
in Germany and Peugeot in France 
are all very closely held. This tight 
control exists to some degree be- 
cause of the different classes of 
stock. It was common practice in 
many European countries prior to 
World War II, for some sharehold- 
ers of a given company, usually the 
original founders of the firm, to re- 
ceive preferred shares with a plural 
voting power; whereas most subse- 
quent subscribers would receive or- 
dinary shares with not more than 
single voting power for each share 
purchased. The practice, which 
sometimes has created an abusive 
minority control, has been restrict- 
ed in some European countries. 

Like a family firm. The average 
European company more closely re- 
sembles the American family com- 
pany and, similarly, has many of 
the same characteristics. There is, 
for instance, a high degree of se- 
crecy in the conduct of its affairs, 
concentration of power and knowl- 
edge of the total business in a 
relatively few hands, a strong entre- 
preneurial instinct in general man- 
agement, a lack of public disclosure 
of financial affairs and perhaps a 
fair degree of nepotism. 

Although the foregoing general- 
izations appear to be factual, there 
is an apparent trend slowly moving 
toward more of the so-called Amer- 
ican scientific management. There 
is an increasing interest in market- 
ing, including market research, in 
the broader sense of the word. Job 
evaluation, which was at its height 
of newness in America during 
World War II, is taking hold in 
Europe (Italy in particular) in 
recent years. Standard cost systems 
are being developed. Management 
appraisal and development and 
management controls are getting 
increasing attention. As these and 
other management practices take 
over in Europe, the marriage with 
American companies will be a more 
comfortable, compatible affair. & 
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at last, an unlimited 
office copying machine 
the new ROYFAX by Royal McBee 


It overcomes the bothersome limitations of all previous copiers. 


COPIES EVERYTHING— Royfax is unlimited in what it will copy— 
print, pencil, crayon, ball-point pen, ink; all colors as well as any 
printed photograph. And it copies from all kinds of paper. 


COPIES PERMANENTLY— if you copy it on a Royfax, it will keep 
for an unlimited length of time, will last as long as the paper with- 
out fading or darkening due to heat or light. 


COPIES QUICKLY—the operator is unlimited by the working time of 
Royfax. The few seconds needed to produce a copy are just long 
enough to set up the next piece for copying. 


COPIES SAFELY—The solution tray is solidly fastened, surrounded 
by a waterproof well; the electrical mechanism is behind a shield 
and the current goes off when the cover is lifted. 


COPIES ANYWHERE—unlimited in location ...easy-to-carry Royfax 
can be used wherever there is an ordinary electric outlet. 


COPIES IN ANY LIGHT—Royfax works in unlimited number of light 
conditions. ..no darkrooms needed. 


COPIES EASILY—the number of people who can operate Royfax is 
unlimited. Anyone can learn quickly without special training. 


COPIES UNLIMITED— Royfax can make aluminum offset plates, 
giving up to 20,000 copies. It can also reproduce originals on film. 


COPIES ECONOMICALLY — unlimited Royfax makes individual 








ROYAL McBEE CORP. « Port Chester, New York 
Please give me full free information on the new unlimited 
office copying machine, the Royfax, by Royal McBee. 


copies for just pennies per copy. 
ROYAL 




















Name Title 
Company 
Address 
City Zone State 
Royal typewriters for best originals... Royfax for best copies. " 
(Circle number 156 for more information) 
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ADVERTISEMENT 


Write for this complimentary report — 
one of a group which will explore: 


A Corporate 
President’s Look 
At Advertising Costs 


.. . for companies who sell to the business market 


This new report gives a simple “presidents’-point-of-view” look at how the 
business market is being reached by advertising—and how much it costs to 


reach the different parts. 


The report shows the advertising costs for leading publications: Business 
Week, Dun’s Review & Modern Industry, Fortune, Harvard Business Review, and 
Management Methods. With this data, you will have an unusually practical 


means of personally comparing advertising costs. 


There is no charge or obligation to corporate and agency executives for this 


report. Please address request on your company letterhead. 
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UNIQUE 
VISUAL CONTROL 


MEMO FLEX,* the new visual con- 
trol/scheduling board that is easy 
to use, flexible and low in cost. 
Tells you at a glance where 
things stand, where trouble may 
be developing. A visual picture 
of concise details, a constant 
spur to action. Easily kept active 
and accurate, it saves time and 
trouble wherever simple, effec- 
tive visual control is needed. 
Every unit comes complete 
with all the elements for the 
user to create his own custom 
layout. Only $39.50 F.0.B. Day- 
ton. Literature on request. ment 








Memo F°‘le=x'DIIsiON => 
515 Bannock Street, Dayton 4, Ohio : al 

National Distributor QuesTronics Division, Chicago 6, Il. 
TRADE MARKS OF THE GARRISON MACHINE WORKS. INC... PAT'D. PEND. 


(Circle number 125 for more information) 
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FREE—send today! 


The MOORE 
KEY CONTROL® 
System 








FREE TELKEE booklet an- 
swers that question for you; 
shows how TELKEE saves you 
time and money, gives you new 
convenience. 


STOPS time wasted locating lost 
or borrowed keys 


MINIMIZES expensive lock re- 
placement and repairs 


ORGANIZES all your keys in 
one orderly system 


What’s more, TELKEE guaran: 
tees maximum security and pri- 
vacy—keeps keys in authorized 
hands, always. 


Offices, factories, stores, schools, 
housing, hospitals .. there’s a 
TELKEE System to fit every 
size and type of application. 
TELKEE solves every key prob- 
lem, efficiently, inexpensively. 











ri P. O. Moore, Inc., Glen Riddle 73, Pa. 
' Send FREE TELKEE booklet 
1 NAME 
FIRM ' 
| ADDRESS 
q eS : 


(Circle number 142 for more information) 
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... GENSUS- 
PROVEN 
OUTSTANDING 
NEW 
INDUSTRIAL 
MARKET 


Census-proven one of 
the fastest growing 
States in the nation 
«..Survey-proven one 
of the outstanding 
new industrial mar- 
kets, Colorado offers 
mew industry Profits 
with Pleasant Living. 








‘Discover the new markets and opportuni- 
\ ties awaiting your company in Colorado. 
“Site-See” Industrial Colorado now...right 
at your desk. 


Send for Free Executive Portfolio 
“INDUSTRIAL COLORADO” 


Newly revised 9-booklet portfolio with 
up-to-the-minute data on Colorado's 
industrial sites, assets, opportunities 
and weekend vacation wonderlands. 
All inquiries held confidential. 


COLORADO DEPT. OF DEVELOPMENT 
25 STATE CAPITOL © DENVER 2, COLO. 
(Circle number 159 for more information) 
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For more information on any advertisement or keyed editorial 
item, fill out the card below, circle the appropriate key num- 
ber, detach, and mail. We pay the postage. 
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Send Management Methods for one year at $5.00 
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record of a busy day 


.from the morning's first memo to the afternoon's last letter... 
dictated by a man who gets things “‘off his mind” quickly, easily, 
efhciently! A full day’s transactions—reports, conferences and 
even telephone conversations—all accurately recorded on full- 
fidelity magnetic discs of the new Telefunken 600 Dictating 
Machine. Combines dictation, transcription and conference re- 
cording in one, handy economical unit. Versatile “‘self-powered” 
or “plug-in” operation—for in or out of the office use. Built-in, 
lifetime battery—complete with recharger. Weighs less than 6% 
lbs. Outperforms machines costing twice as much. Controls are 
simple, operation is swift, and transcription clarity exceptional. ——————————— 
Precision-built by Telefunken—a world leader in electronics! (ED For the full story...clip and attach this to 


N N 0 | your letterhead! 
(YOUR NAME) 
| ) VW T Mail to: Telefunken, Inter-Continental Trad- 
IC ; [ AT IN f; MACHINE ing Corp., 90 West street, New York 6, N. Y. 
1 sdb A pe ; - call ~— seme oween seein Gali eas es incase’ bas Qe ec iin Gai Slee lO les tian. aoe 
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A new line of 
office furniture 
as flexible as 
your imagination! 





The 3€ 4000 Line by ALL-‘STEEL EQUIPMENT INC. AQE 


Aurora, Illinois 


Write today for your free catalog 

















